Bie. Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


Publicizing a product that has its em- 
barrassing aspects is not easy, but 
imagination can provide the answer. 


Many companies have used their histories 
or those of their industries to reach audi- 
ences otherwise unapproachable. 
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You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
**PLEXIGLAS for Signs’? and arrange a showing of 
our 20-minute color film, ““The Sign of PLEXIGLAS”’. 


ROHW™! rt 
HAAS 2 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West Hill, Ontario 


PLEXIGLAS 





“Tet’s blow up the ball 


and see uf it bounces” 


Ad Agency jargon that advises a close-up look at a new idea. 
A tip you might remember when paper's in the picture. The successful 
outcome of an important printing job hinges on smart 
selection...the paper you put to work must meet all the 


qualifications necessary for top level performance. 


Get that “extra bounce”, get Fraser printing papers... 


SNOWLAND BOND, MIMEO AND DUPLICATOR, FRA-OPAQUE 
ey "2 
sa Fraser aper 


, AS ER PAPER, LIMITED 


ES OFFICES: NEW YORK, CHICAGO @&8 MILLS: MADAWASKA, MAINE 
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time when some men cast lead 
cs 
soldiers for kings to play with, one man 
SO Toe ’ cast letters of the alphabet for men 


to fit together into words, sentences, 
J 


and books. With this tiny army, men 


ai overcame illiteracy and ignorance and 


mastered the world for knowledge and 


education. The boundary between the 


a 
ancient and the modern worlds is 
marked by the invention of print more 


than half a century before Columbus 
America. The new world 


rot 
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America’s finest photoengraving plant 
for letterpress and gravure 


33 West Lake Street, Chicago 


COLLINS, MILLER & HUTCHINGS, INC. 
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It's Got to be Interesting! 


One of the most popular statistics currently circulating among adver- 
tising and sales promotion people says that the average person in the 
United States is exposed to 1,500 sales messages every day. 


That's probably more true of urban dwellers than rural, but considering 
the numerous avenues to the eyes and ears of humanity now available for busi- 
ness use, the figure is reasonable, if not downright conservative. 


The moral, of course, is that getting value from expenditures in the pro- 
motion field depends primarily on giving the reader or listener an interesting 
story--one which captures his imagination and intrigues him to the point of 
really paying attention. 


That's why, for example, so many radio advertisers are using humorous 
dialog, a la Stan Freberg, to persuade the tuner-inner to listen with his mind 
as well as his ears. 


Not long ago the copy critic for a well-known advertising journal repro- 
duced the ad of an employment agency as an example of unusually interesting 
copy. Most advertising of this kind, even though it talks about jobs and 
money, isn't very easy to read. But this particular advertiser presents his 
employment story with a light and breezy touch that suggests expert craftsman- 
Ship. It's good writing, and so it's easy reading. 


Creativity of this kind is unusual. In preparing your next ad or sales 
promotion piece, remember the 1,499 other daily attempts to woo your prospect 
which he will either resist or accept--and be sure your approach has the 


indispensable quality of interest. 
SRF a fA 


G. D. Crain Jr. 
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What About ne 


Shelf STP Advertising & 
Extenders ? Sales Promotion . 


They sell lots of merchandise and 
. FORMER 
dealers will use them. But certain LY ADVERTISING REQUIREMENTS 


requirements must be met. RTS TT PT INLINE 


The one shown below was very 


successful. In fact one of the ad- How Formica Backs Up a Consumer 

vertiser’s salesmen dropped by Label Promotion 

just to tell us how much the retail- When your product is well-known, but loses 

ers liked it. its identity as it goes through manufacture 
you have a problem. Edward A. More 


How to Get Publicity for the Difficult Product ... 24 
When your product tends to embarrass some 
people, you need imagination to capture pub- 
licity. Martin Schnur 


Appointment Calendars 
An Avertisers Buying Guide explains the de- 
tails of a most popular sales promotion tool. 
Bette Macon 
The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the . 
problem by the advertiser and our How to Redesign a Catalog 
design group. Nystrom’s new catalog illustrates that rede- 


sign is far more than prettying up the pages. 
This display has no exposed Charles J. Stateler 


sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 


‘Ene Reeres eee She per Send a Historic Exhibit on Tour 
sibility of injuries to shoppers. Here’s a summary of how leading companies 
The sign has three way visibility have used their past or their industry’s past 


and the copy “This Week’s Fea- to promote their name. Etna M. Kelley 
ture”’ enables the retailer to re-use 


the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our Art & Photography 


DEPARTMENTS Graphic Arts 

Packaging & Labeling 

‘Audio & Vi L Premiums, Prizes & Specialties 
knowledge of these requirements udio & Visual Aids ........ : Shows & Exhibits 


; Direct Advertising Signs & Displays 
on your next display program. ; 


INDIANA WIRE & SPECIALTY CO., INC. REGULAR FEATURES Just Between Us 
DALY & SHELBY STS. : 


B : ; Next Month in A&SP 
INDIANAPOLIS 2, INDIANA = Guide & Advertisers ‘ Readers Write 


Manutacturers and Designers of Displays from Books for Admen 8 A&SP Reprints 
b ith eth ial : , 
Wire in com ae = ether materials The Editors Notebook Sales Promotion Almanac .. 


Film Review 
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Premiums are More Important Every Year 


A veteran of the premium field tells why the growth of 
this medium lies just ahead of us. William P. Dunham 


Winning Goodwill at Low Cost 


When you are limited in your budget, you, like Varig 
Airlines, must use imagination instead. P. K. Thomajan 


Instant Photography for Publicity 


How you can keep up with a touring group and still get 
pictures made and processed. Robert M. Austin 


How Cartoons Sell Houses 
Spotting sales features with a smile, these cartoons do a 
good job of pointing up benefits. Ross L. Holman 
How — and Why — a New Trademark? 


When Formsprag decided to change its trademark, it 
changed all the way, and quickly, too. Charles F. Trapp Jr. 


How Paper Sells Pans 


The oversize flyer is a standard tool for direct salesmen, 
but the paper it is printed on must meet rigorous standards, 


In Direct Mail, Know When to Stop 


An advertising consultant points out that there can be too 
much to read in a single mailing to be effective. 


Walter F. Kohn 
A Simple System for Handling Inquiries 
How Raytheon passes the word on leads, and sees that 
handling is done promptly. William H. Buck 
How to Use a Film for Goodwill 


How an investment house got its name known through 
sponsorship of a non-promotional movie. Mildred Weiler 


Using Stills in Television 


TV is a mobile medium, but you can get motion out of stills 
and expressive typography. W. D. Morrissey 


Packaging to Sell a Service 


How a moving line redesigned its cartons to improve both 
its service and its image. C. D. Pease 


Building an Exhibit around a Computer 
When an IBM computer dished out information at a life 
insurance exhibit, people stood in line. 
P.0.P. Promotes Pens .... 
Ballpoint pens depend heavily on p.o.p. for sales; this 
Fall, Scripto is trying a new approach. Rick Krepela 
Hew a New Sign was Developed 


The story of Lion Oil Co.’s redesigned plastic illuminated 
sign and how it was planned. John H. Sheehan 





IDEA NO. 197 
This Cutie Is No Quitter! 


Come rain, hail, sleet, snow and the 
“Ides of March” this giant (9 ft.) 
display can be depended on to stick 
to the job for The Atlantic Re- 
fining Co. of Philadelphia. The 
bold young lady with broom and 
mop ties in with crystal clarity to 
the theme announced on the service 
station window beside her. The 
impact pieces were created under 
the direction of Atlantic’s Sales 
Promotion Production Mgr., 
James G. Yeager and silk screened 
on Kleen-Stik’s super-tough 
Flex-Stik ‘*B’’ by Display Com- 
pany of America under the super- 
vision of Harry Mazur. 


Label Labels Label... 


1DEA NO. 198 


... On this Floating First Aid Kit 
made by Forest City Products, 
Inc. of Cleveland. To emphasize 
their ‘““Gold Award’’ trade name, 
William E. Crofut, Jr., President 
and Russel W. Nielsen, Director 
of Purchases decided to add a gold 
foil label on top of the Kromekote 
label on the unsinkable poly- 
ethylene container. The result of 
the two labels, produced by Allen 
Hollander Midwest Corp. under 
the direction of Dick Wohlstein, is 
astriking 3-D effect. Naturally, both 
labels are printed on Kleen-Stik 
pressure-sensitive stock for ease of 
application, wearability and com- 
pelling visual effects. 


Whether your needs call for 
weatherproof outdoor dis- 
plays, or labels for labels— 
you'll find Kleen-Stik is the 
right answer. See your reg- 
ular printer or write direct. 
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Dazzles the Eye... 


Mail’s Wonderful 
but is it read? 


After a week at the Direct Mail 
Advertising Assn., one comes away 
impressed with the ingenuity, the 
imagination and the power of direct 
mail as a medium. The people in it 
are creative, in .copy, in design, in 
production, and in devising ways to 
reach their goals. Direct mail, in 
most cases, is satisfying to work 
with because the results are im- 
mediately apparent. Especially when 
one is using the mail to get orders, 
there is little doubt about whether 
one has been successful or not. The 
reaction is measurable and prompt. 

But there are pitfalls in using the 
mails, and since this column in- 
cludes, as one of its functions, serv- 
ing as an outlet to permit us to 
unburden our problems on our 
highly-patient and understanding 
readers, this is a good place to dis- 
cuss what seems to us one of the 
dangers of sending out mail, and 
one of the weakest spots in far too 
many organizations. 


> I would like to point the finger of 
accusation at the inefficient mail- 
room, at the people who misroute 
mail, who judge what comes in with 
no criteria worth using, and who, 
therefore, cause all sorts of trouble 
to ourselves and to the intended re- 
cipients and beneficiaries of our 
mail. 

As good as an example as any, 
since that is what started me off on 
this particular peeve, is our Adver- 
tisers Buying Guide series, which 
we believe to be a useful contribu- 
tion to our readers. (And if I may 
ask a leading question, are they 
really useful to you? Do you read 
them? Refer to them? File them? 
Do they help you in locating sup- 
pliers? We'd like your comments, 
and your suggestions for subjects 
to be carried in the future.) 

One of the most important parts 
of this series is a list of the major 
suppliers in the field we discuss, and 
it is this simple section that causes 
us the most difficulty. 

Part of this difficulty is inherent 
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in the very nature of the series. We 
must confine ourselves to one item, 
or area, that makes a unified whole. 
To do this, we must put up our 
own fence around the area we wish 
to discuss. Every once in a while, 
the boundaries we draw do not 
agree with the boundaries accepted 
by a single manufacturer, or a group 
of manufacturers, who think we 
should have gone a little further to 
the north, or not quite so far to the 
east. But this is our responsibility, 
and we do our best to make our 
definitions as logical as we can, as 
widely accepted as possible, and of 
most help to our readers who are 
thinking of making purchases in 
these areas. But we do have to draw 
lines, and there are always marginal 
cases. 


> But the real difficulty we run in- 
to is to decide which companies 
should be included. We start with 
as large and complete a list as we 
can develop, using trade directories, 
association membership lists, our 
own files and collections of releases. 
We add to this, names that come up 
in interviews with industry leaders 
— for none of these articles is writ- 
ten without long and careful dis- 
cussion with both users and sup- 
pliers. 

This raw list, however, would not 
be of much value to our readers. 
For example, one of our early ar- 
ticles in the ABG series was on bal- 
loons. We compiled a list of all 
balloon manufacturers, but we knew 
that some of them were not sup- 
pliers to the sales promotion field. 
Some made only scientific and me- 
teorological balloons — these were 
of little interest. Others would not 
imprint balloons; they sold only in 
assortments through variety and toy 
stores. 

We sent a letter to each of the 
manufacturers, asking if he really 
was in sales promotion and inter- 


ested in sales promotion men. Our 
final list included all those com- 
panies which had replied to_the ef- 
fect that they fell within our defini- 
tion. But there were some com- 
panies from whom we received no 
answer, but which we knew should 
have answered. We included these 
in our list, as well. 


>» After such a list appears, we may 
get a call from a company which 
says it should have been included. 
Almost without exception, we find 
its name on our original list, but 
when we point out that the omis- 
sion was due to its failure to re- 
spond to our original query, the 
answers are hard to understand. We 
have been told that the man forgot 
to answer. We sympathize. We have 
been told that the mailroom never 
distributes form letters. We shrug, 
most unsympathetically. We have 
been told that they didn’t notice we 
had a deadline. We are noncommit- 
tal. 

Such a listing, we believe, is val- 
uable to a company. We know of a 
number of instances where tangible 
business developed as the result of 
inclusion. It’s the sort of thing that 
every textbook, every speaker on 
publicity, tells you is space that 
cannot be bought. Yet it is ignored 
or overlooked. We don’t understand 
why such requests don’t get prompt 
attention, why mailrooms are per- 
mitted to follow arbitrary rules 
about what constitutes valuable 
material. Nor what we can do about 
it. 


Our Thanks .. We hawe had a 
number of queries about the color 
used on the cover of our November 
issue, and where it may be obtained. 
It is called strong red orange, and 
was prepared especially for us by 
Lawter Chemicals, Chicago, for use 
on our cover stock and the specific 
press we use. Lawter wants it to be 
known that it is not in the ink busi- 
ness; it merely supplies the pig- 
ments that some ink-makers use 
and mix into their own formulation. 

The covers were printed in a two- 
color letterpress, two-up on a work- 
and-turn layout, as is our regular 
custom. For this particular job, the 
color ink was put down first, fol- 
lowed by the black. One interesting 
fact was that a single impression 


Display typefaces in this issue: 2] 


Tempo Bold Condensed; 24——Record Gothic Bold 


Extended; 27—-Record Gothic Condensed; 40—-Record Gothic Bold Extended; 48— 
Bodoni Campanile; 49—-Tempo Bold Condensed; 53—Dom Casual; 55—Record Gothic 
Condensed; 61—Karnak Black Italic; 66—Craw Clarendon; 71—Bodoni Bold Italic; 
76—Record Gothic Condensed; 77—Radiant Medium; 81—-Garamond Bold; 83— 
Tempo Heavy Condensed; 87—Venus Bold & Caslon 540; 91—Hellenic Wide; 97— 


Studio Bold; 102——Bodoni Black. 





was all that was needed to achieve 
the coverage and adhesion, and 
there was no lessening of press 
speed, or difficulty in the pressroom, 
in spite of the fact that this was 
probably the first use of fluorescent 
inks by this crew. 


Miracle of Coordination . . If you 
are ever out in Los Angeles, and 
have to visit an ad agency, wander 
into the office of the production 
manager, and see if he has hanging 
on the wall his membership cer- 
tificate in the Advertising Agency 
Production Managers Club. It is 
one of the most handsome such 
documents to come to our attention, 
and it is of especial interest because 
of the materials and the combina- 
tion of processes used. 

There’s little point in illustrating 
it with a photograph, because its 
charm would be lost in the standard 
reproduction, so we shall have to 
suffice with a description. It started 
out with a sheet of Zellerbach’s 
Translucent Parchment Bristol, 
which was lithographed, on two 
sides, in both black and white ink, 
by Koltun Bros. Gans Ink Co. de- 
veloped a special burnt orange let- 
terpress ink, with which the indi- 
vidual members’ names were im- 
printed by Advertisers Composi- 
tion Co., Adtype Service and Bisch 
Type. Then was applied a gold seal 
from Western Label Co., blind em- 
bossed by Burdge and die cut by 
Acme Die Cutting. 

The certificate was delivered in a 
black Strathmore Cover, with ty- 
pography by Magoffin, silkscreened 
in white by S. H. Burrows, and die 
cut by Aaron Mountin & Die Cut- 
ting. 

Credit for this major job of co- 
ordination goes to Tom Browman, 
design by Tor Winstrup, art direc- 
tor, Bob Jaffe. It’s worth seeing. 44 


It's for the girl who started work to- 
day. She's getting married. 





She’s producing 
justified composition 


(and she’s 
only an office 
typist!) 


Any office typist can produce justified composition with 
the Friden Justowriter. It works like this: 


First the operator types a rough proof of the copy on 
the Recording unit of the Justowriter. She types this at 
her normal typing speed. As she types, the Recorder 
automatically punches a coded paper tape that contains 
all the characters, numbers and spacing of the original 
copy, plus a special automatic justification code. To 
prepare the repro proof or direct image master plate, 


the operator inserts this tape and touches a key. The 
rest is automatic. 


The Reproducer retypes the copy automatically at 100 
words per minute, perfectly justified and error free. 
At the same time the operator types the next page of 
copy; thus there is practically noidletimeon either unit. 
There is no faster method of setting straight matter for 
reproduction, and none cheaper. 


Ask your local Friden Man to estimate acomposition job 
for you on the Justowriter. You'll be amazed at the 


savings. Or write direct: Friden, Inc., San Leandro, 
California. 


© 1961 FRIDEN, INC 


Kriden 


This advertisement was set 
on the Justowriter in 10 point 
Booktype, reduced to size. 
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A&SP Sales Promotion Almanac 


COMPETITIONS 


*Added this month 
DECEMBER 


Exhibit Design . . . Sponsored by the Ex- 
hibit Producers & Designers Assn., 511 
Fifth Av., N. Y. 17. Awards for best 
presentation of new products and stand- 
ard ones both three dimensionally and 
graphically. 





Closes Dec. 1 


intl. Broadcasting . . . Sponsored by the 
Hollywood Advertising Club, 6362 Hol- 
lywood Blvd., Hollywood 28, Calif. Se- 
lection of world’s best radio and televi- 
sion broadcast commercials by type and 
category. 


Closes Dec. 1 


Editorial and Advertising Art . . . Spon- 
sored by the Art Directors Club of New 
York, 115 E. 40th St., New York 16. 
Best editorial & advertising art and de- 
sign produced in past year. Obtain in- 
formation from Mrs. Marie Archer, Ex- 
ecutive Secretary. 

Closes Dec. 15 (tentative) 


Folding Carton Designs . . . Sponsored 
by The Folding Paper Box Assn. of 
America, 222 W. Adams St., Chicago 6. 
Awards for best paper box designs of 
year. Open only to members of The 
Folding Paper Box Assn. of America. 
Closes Dec. 31 


JANUARY 


Lithographic Printing . . . Lithographic 
quality, design and functional value in 
49 classifications of printed material 
(Lithographers & Printers Natl. Assn., 
597 Fifth Av., N. Y. 17) 

Closes Jan. 5 


Public Interest Awards . . . Public inter- 
est or corporate image advertising. ( The 
Saturday Review, 25 W. 45th St., N. Y. 
36) 

Closes Jan. 15 
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Railroad Advertising . . . For non-rail- 
road advertising of the past year that 
made the most outstanding contribution 
to a better understanding of the impor- 
tance of railroads. Also for advertising 
that promotes rail freight or passenger 
traffic (Assn. of Railroad Advertising 
Managers, Baltimore & Ohio Railroad, 
Baltimore, Md.) 


Closes Jan. 15 


16mm Films and 35mm Filmstrips .. . 
all 16mm and 35mm filmstrips released 
in the United States during 1961 are 
eligible for judging in the 1962 Ameri- 
can Film Festival (Educational Film 
Library Assn., 250 W. 57th St., N. Y. 
19) 

Closes Jan. 20 


Music in Advertising . . . Ads of non- 
musical products containing a musical 
theme (American Music Conference, c/o 
The Philip Lesly Company, 100 W. 
Monroe St., Chicago 3) 

Closes Jan. 20 


Retailer of the Year . . . Dealer activities 
in brand advertising and promotion, sales 
personnel education, use of local media, 
etc. (Brand Names Foundation Inc., Re- 
tail Relations Dept., 437 Fifth Av., N. Y. 
16) 


Closes Jan. 30 


*Graphic Arts Awards . . . Awards based 
on visual craftsmanship of layout, de- 
sign, typography and graphic processes. 
(Edw. Stern & Co., Independence Mall, 
Philadelphia 5, Pa.) 


Closes Jan. 30 


ABP Advertising Awards . . . Advertis- 
ing campaigns that appeared in business 
papers (The Associated Business Publi- 
cations, 205 E. 42nd St., N. Y. 17) 
Closes Jan. 31 


Local Outdoor Advertising . . . Entries 
must be submitted by members of the 
Outdoor Advertising Assn. of America 
to Contest Chairman, Local Outdoor Ad- 
vertising Contest. (Outdoor Advertising 
Assn., 24 W. Erie St., Chicago 10) 
Closes Jan. 31 


Retail Sales Promotion . . . Sales promo- 
tion campaigns on retail store level. 
(Natl. Retail Merchants Assn., 100 W. 
3Ist, N. Y. 1) 


Closes Jan. 31 
FEBRUARY 


Christmas Safety Cartoons . . . Cartoons 
with safety themes published during 
holiday period (Natl. Safety Council, 425 
N. Michigan Ave., Chicago 11) 

Closes Feb. 1 


Public Interest Awards . . . Leadership, 
initiative and originality in producing 
mass media advertising with a safety 
theme (Natl. Safety Council, 425 N. 
Michigan Av., Chicago 11) 

Closes Feb. 1 


*Television Commercials . . . Entry forms 
available January 1. (American TV Com- 


mercials Festival, 40 E. 49th St., N. Y. 
7.) 


Closes Feb. 1 


CONVENTIONS 


*New since last month 
DECEMBER 


3-7 Natl. Assn. of Display Industries, 
(Hotel Governor Clinton, 31st St. & 7th 
Av., N. Y.), Trade Show Building, N. Y. 


JANUARY 


*7-13 . . . American Research Merchan- 
dising Inst., (Merchandise Mart, Chi- 
cago 54), Sheraton-Chicago, Chicago 


19-21 . Advertising Assn. of the 
West, (337 World Trade Center, San 
Francisco 11), The Californian, Fresno 


19-21 . Retail Advertising Confer- 
ence, (32 W. Randolph, Chicago 1), 
Palmer House, Chicago 


22-25 ... Natl. Assn. of Transit Adver- 
tising Inc., (500 5th Av., New York 36), 
New York. 


23-26 . . . Canadian Pulp & Paper 
Assn., (2280 Sun Life Bldg., Montreal), 
Queen Elizabeth, Montreal 


FEBRUARY 


6-8 . . . Society of the Plastics Industry 
Inc., (250 Park Av., N. Y. 17), Rein- 
forced Plastics Division Conf., Edge- 
water Beach, Chicago. 


7... Advertising Federation of Amer- 
ica, (655 Madison Av., N. Y. 21), 
Statler-Hilton, Washington 


21-26 . . . Advertising Specialty Guild 
Intl., (620 N. Michigan Av., Chicago 
11), Conrad Hilton, Chicago 


21-26 . . . Advertising Specialty Natl. 
Assn., (1145 19th St., N.W., Washington 
6), Palmer House, Chicago 


26-Mar. 1 . . . Gravure Tech. Assn., (30 
Rockefeller Plaza, N. Y.), Commodore, 
N. Y. 


SPECIAL EVENTS 


MARCH 


1-7... . Natl. Weights and Measures 
Week; Weights and Measures Associates, 
One Thomas Circle, Washington 5 


1-31 . . . Red Cross Month; The Amer- 
ican Natl. Red Cross, Washington 6 


1-31 . . . Buttermilk Bread Sales Month; 
Natl. Bread Sales Months, 111 N. Mar- 
ion St., Oak Park, Ill. 


1-31. . . Natl. Advertising Specialty 
Month; Advertising Specialty Guild Intl., 
620 N. Michigan Av., Chicago 11 


1-31 . . . Children’s Art Month; The 
Crayon, Water Color and Craft Institute 
Inc., 420 Lexington Av., N. Y. 17 








OUTSTANDINGLY in a selection of the best, 


Rising's Line Marque 


BETTER, RISING’S — is always the choice 


For now soft pastels en 


LINE MARQUE © nance its ciassic tais an 


tique finish, adding new 


ADDS CLASSIC glamour to this elegant 
paper. Five subdued 

ELEGANCE TO shades pius wnite, in im 
>cabl taste, ¢ uly 

COMMUNICATIONS as eae. a ty ote ? 


Modern papermaking 
techniques make Rising's 
Line Marque outstanding 
in color evenness, clean 
liness, and uniformity, yet 
t costs no more than 
ordinary 25% Cotton 
Fiber Bond papers. it is 
ideally suited to every 
reproduction process 
RISING LINE MARQUE 


NE HI 1 Laid surface. Water 
25% Cotton Fiber Content [ RISING LINE MARQUE | 


Sheet Stock—In Antique ivory, Aqua IN REAM BOXES! marked. Wrapped 500 
cue, = =, Colonial Green, Py ee sheets per package. Avail 
Substance 20 500 1000 


= 22 — a 3 . “ letterhead sizes, boxed or 
aie 24 =e eee \ ES ream sealed. Matching 
17 x 22 24 48 ; _ oF ; 
34x 22 48 96 a the above substances rom 
ae > ee ’ , ow : Old Colony Envelope Co 


able in full-size sheets and 


600-sheet Ream Boxes of 
Rising Line Marque (8s x 
11) introduce a new and 
h desired user 
Available in 

ors 

24. Aliso 

Junior Car 


Reams each 


Write fo 
name 


nearest y 


RISING PAPER COMPANY 


HOUSATONIC, MASS 


MAKERS OF RISING 
PARCHMENT (100% CF* 
BOND) + RISING BOND AND 
OPAQUE BOND (25% CF) 
* LINE MARQUE (25% CF 
WRITING) + NO. 1 INDEX 
(100% CF) « PLATINUM 
PAPER AND GRISTOL 
(25% CF) « WINSTED 
WEDDING ANO BRISTOL 
* WINSTED GLO-BRITE 
VELLUM, BRISTOL, TEXT 
ANO COVER + AND 


SaNoOuadvWA ANID ONISIC 


TECHNICAL PAPERS 


PRINTED ON RISING’S LINE MARQUE, DOVE GRAY, SUBSTANCE 20 


*cotton fiber 





1-April 30 . . . Spring Clean-Up Time; 


Church & Dwight Co., 70 Pine St., N. Y. A 
3-10 .. . 4-H Club Week; Federal Ex- . 
tension Service, U.S. Dept. of Agricul- x Nn | Nn 
ture, Washington 25. 
4-10 . . . Natl. Peanut Week; Natl. Pea- . 
nut Council, 400 Bender Bldg., Washing- 
ton 

= 1; : 
4-10 . .. Save Your Vision Week; Amer- irect Mai rough the Years 
ican Optometric Assn., 4030 Chouteau 
Av., St. Louis 10 A portfolio of historical direct mail, collected 
7... Ash Wednesday (Beginning of 


Lent) by the Business Mail Foundation. 


7-April 22 . . . It’s Fish and Seafood 
Time; Natl. Fisheries Institute, c/o J. = A, f lf WB b a 
Walter Thompson Co., 420 Lexington ow to an acrwar 
Av., N. ¥. 17 ° ° . 

To meet a sales promotion deadline, it often 
7-April 22 . . . Pickle Ways for Lenten 


Days; Natl. Pickle Packers Assn., 202 S. helps to start at the end when you plan. 
Marion St., Oak Park, IIl. 


9... World Day of Prayer; United = ' 

Church Women, 475 Riverside Dr., N. A Guide to Web Offset 

¥. 2 One of the pioneers in this technique outlines 
11-17 . . . Girl Scout Week; Girl Scouts i i 

of the U.S.A., 830 Third Av., N. Y. 22 some of its basic elements. 


15-April 22 . . . Annual Easter Seal 


Campaign; Natl. Soc. for Crippled Chil- = Promoting with Specialties 


dren and Adults, 2023 W. Ogden Av., : coaiae 
Chicago 12 How a major manufacturer uses specialties 


17... . St. Patrick’s Day and gets his dealers to use them, too. 


18-24 ts Natl. Salesmen’s Week; Earle SSCS SSSR SSS ESR TSS SSSR SEES SR REET EERE EERE eee eee ee eee 


M. Burnett Sr., P.O. Box 1223, Lincoln 


Ne EME] EXHIBIT MOVING SERVICES 


18-24 ... Natl. Rice Week; Rice Coun- : . . * 
cil for Market Development, 3917 Rich- The next Advertisers Buy g Guide will 


mat Aev., Rommion Ss, Tes, cover the ways in which exhibits are 
18-24 . . . Natl. Wildlife Week; Natl. moved from one show to the next, how 
Wildlife Federation, 1412 16th St., NW, é = 

Washington 6 companies handle this expensive part of 
30-April 6 . . . Jewish Youth Week; their budget, and lists specialists in per- 


Natl. Jewish Welfare Boa 45 E. 32nd . ° 
re Velfare Board, 145 nc forming iin tothe 


Good afternoon. McVeal Advertising 
Agency, McVeal Publishing Company, 
McVeal Printing Company, McVeal 
Family Advocate, McVeal List Broker- 
age, McVeal Public Relations Associ- 
ates, McVeal Clipping Service, McVeal 
Letter Shop. Just a minute. I'll see if 
he’s busy. 
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Readora Writ 


i Remember It Well 


® In the past few months: probably 
at the start of the summer, A&SP 
published an informative article on 
How To Buy Photos from Uncle 
Sam. At least I think you did. (see 
A&SP Aug. p. 57) 

If you published such an article 
— and I can’t find it because clients 
are always stealing copies of the 
books — they’re wonderful — would 
you please tell me when, and if pos- 
sible, send me a reprint or even a 
tearsheet of the thing. 

The headline on the story may 
have been different: perhaps it was 
“Low Cost Photographs”, or some- 
thing similar. At any rate, I need it 
if I can find it. And I’m desperate. 

Irvinc R. PLISKIN 

Richards Advertising Agency, 

Rahway, N.J. 


(We have a solution to this kind of 
problem for other readers in the 
same fix. Give all your clients a 
subscription to A&SP for Christmas 
and keep your own copies hidden. 
The name of the article, incidentally, 
was “How to Get Stock Photos from 
Government” and a rescuing tear- 
sheet went out by return mail to 
Mr. Pliskin. . . . Ed.) 


See The Yellow Pages 


e I read with interest your article 
“How a Wholesaler Helped Retailers 
Learn & Use Sales Promotion.” (see 
A&SP, Aug. p. 52) 

The group of 22 plumbers known 
as “The Better Retailers,” according 
to your article, went to school, 
learned all about advertising, and 
then entered into a two-year co- 
operative advertising program. 

This program included all the 
well-known media of consumer 
advertising, except one — the Yel- 
low Pages, a medium which we 
consider indispensible, especially to 
a plumber. Perhaps the follow-up 
would not have proven to be so 
disappointing had “The Better Re- 
tailers” backed up their advertising 
with a program in the Classified 
Directory. 

The fact is that while tv and radio 
probably did a fine job in creating 
a desire for the “Better Retailers” 
products, the time gap between this 
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period and the time when the view- 
er or listener is ready to do some- 
thing about this desire necessitates 
another medium to direct him where 
he can realize this desire. 

This is where the Yellow Pages 
will do a job. The only reason peo- 
ple pick up the Yellow Pages is to 
buy something. Few businesses are 
more ideally suited for Yellow 
Pages advertising than plumbers. 

As a rule people do not purchase 
the services of a plumber on im- 
pulse. They will call a plumber, 
however, in an emergency or after 
some deliberate thinking about im- 
provements for their homes. 

For both of these purposes there 
is no better guide for the average 
customer than his Yellow 
Pages directory. 


local 


Rupo.tpx L. Prins 
Sales Promotion Manager, The 
Reuben H. Donnelley Corp., 
Washington 


Problem in Miniature 


e For months I retained an article 
that appeared in your magazine on 
sources of product miniatures, in 
the hope that it would fit into our 
promotional plans. Now the need 
has arisen — and I’m unable to 
locate it! (see May, 1960, p. 47) 
Would it be possible for you to 
forward a reprint of the article or 
the entire magazine in which the 
article appeared? As I recall, the 
editorial appeared in your publica- 
tion — at that time called Apvertis- 
ING REQUIREMENTS — approximately 
two years ago. Any material that 
you care to send regarding product 
miniatures would be greatly ap- 
preciated. 
Bos L. BaKEr 
General Marketing Assistant, 
Gilbert & Barker Mfg. Co., West 
Springfield, Mass. 


Ad Preparation Costs 


e Can we get about a dozen copies 
of your very excellent editorial 
“How Much for Ad Preparation?” 
(see A&SP, June, p. 3) Or can we 
get permission to copy it? 

Our regular clients don’t need it 
but once in a while we get a new 
one who can’t see paying as much 


for preparation as for space. One 
additional argument we use _ for 
adequate preparation is that it is 
better not to advertise at all than 
to create an unfavorable impres- 
sion with a poorly conceived ad. 
E. J. PRESSER 
E. J. Presser and Co., Charlotte, 
N.C. 


The Polyethylene Wrap 


e Many thanks for your prompt 
reply to my earlier letter with re- 
spect to the polyethylene wrap used 
for your magazine. 

The information you sent was 
most helpful. I am convinced that 
this technique of mailing will be 
used increasingly. 

F. C. Durant, III 
Director Public and Govern- 
ment Relations, Avco Research 
and Advanced Development, 
Wilmington, Mass 


Clipbook Value 


e Your September issue of ApvER- 
TISING & Sates PROMOTION is a 
honey. You should see how it looks 
now after having clipped the articles 
that were of particular interest to 
me. 

Yours is certainly a magazine for 
advertising and sales promotion 
personnel. Keep up the good work. 

ExMore E. KAYSER 

Vice President, Advertising & 

Promotion, Krylon Inc., Norris- 

town, Pa. 


Overlooked and Sensitive 


@ Overlooked in your spread on 
pressure-sensitives was this use: 
backing up vacation . self-portraits 
like this to make them into very 
effective post cards. 

We took 4x5” pieces of pressure- 
sensitive white tag with us, assem- 
bled them as needed. 

JOHN TURREL 

John Turrel Agency, Butler, Pa. 





ne REPRINTS / REPRINTS / REPRINTS / REPRINTS /REPRINTS/ REPRINTS 


REPRINTS to help you 


S| PI REPRINTS /REPRINTS/REPRINTS/ REPRINTS/ REPRINTS/ REPRINTS 


Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20c each; lots of 50 
or more, 15c¢ each; lots of 100 or more, 12!/2¢ 
each. (illinois residents please add 4°% Sales Tax 
on orders of $1, or more) 


New This Month 


350 Changing an Image by Changing a Trademark — by Bill Storm 
New design program of company increases prestige and business 
351 Signs With Impact — by Arnold McCarley 


How a sign program developed a national image 
352 A Presentation by the Book — by Art Gerard 


Story of a year’s program told in a simple but impressive way 
353 1961 SPEA Convention ($1) 


A special report on the 1961 Sales Promotion Conference 
354 Fluorescent Materials — by Ed Sachs 


New uses of fluorescent pigments 


Advertising Specialties 


343 Match Books — by Bette Macon 
An ABG article explains this oft-neglected medium 
317 What Johnson's Wax Gives for Christmas — by William R. Gerler 
How one company gets full identification with Christmas specialties 
314 How an Agency Picks Specialties — by Carl S. Averbach 


Esso offers its dealers a complete program of specialties 
307 A Basic Guide to Specialty Advertising 


What every adman should know about this medium — a Best of AR feature 
291 This is the Speciclty Industry — by Robert B. Konikow 


A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 


Art 


236 A Code of Ethics for Art 
The official code of ethical practices in buying art 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 
A producer tells how you can make your dollar go farther 


Design 


331 How to Keep Everybody Aware — by Louw Stipe 
An insurance company used redesign to put new life into its bulletins 
290 Design for Corporate Image — by Hap Smith 


A designer tells how to develop your own program 


Engraving 


112 Do's and Don'ts for Better Engraving 
Replies to an AR survey give practical suggestions for cutting costs 


Exhibits 


345 How to Exhibit Sound 
An exhibit which demonstrated an intangible for Hammond Organ 
325 Meet McCormick Place — by Robert B. Konikow 
Special features, facts, and figures on Chicago's new exposition hall 
315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea to become the hit of the show 
309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this is a practical checklist for exhibit users 
How Traveling Exhibits Build Good Will — by Mildred Weiler 
How Southwestern Bell Telephone handles display units 
Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade shows 
How to Get More from Your Trade Show Dollars 
— by William S. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
The Growing Importance of Fairs as an Advertising Medium 


Fairs have become a product showcase and a selling place 
How to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto’s exhibit manual gives many practical hints 


External Publications 


328 An External Is An Automatic Salesman — by Alfred J. O’Brien Jr. 


How 0. S. Tyson uses its house organ as a sales tool 
292 When an Agency Edits an Externai 


The story of an industrial house organ edited by an agency 
267 Disneyland Finds Solution to Tourist Promotion Problem 


An unusual house organ which promotes business for competitors builds Disneyland 


Photography 


332 Stock Photos — by Ed Sachs 


An ABG tells how and why to use stock photos and where to get them 
302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Premiums 


326 Coins and Tokens — by Bette Macon 
Advertisers Buying Guide on how to use money to make money 
312 Do's and Don'ts for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 
— by William S. Roach 
Drop-shipping prenfiums from abroad has some advantages, but risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


311 How to Save on Your Printing Bills 
65 hints on money-saving techniques, from a Best of AR feature 
305 A portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-li 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
211 A System for Centrolling Printing Costs — by Frederick Kammann 
(50c) 
> of a practical system fo 


yste r saving 10°%> on your printing bills 


ne specimens 


A 


A five-part 


Signs 


342 What You Should Know about Decals 
A guide to these popular and versatile signs 


* 


Reprint Editor, Advertising & Sales Promotion 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 
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Fasson Leads The Way 


St. Johnsbury 
Wins “Fleet Owner” Award 


i ule 


“0 a 


oe 


re ave / cite oe 


—— or a 


‘ 


eS b 


Screened by Tadco Mfg. Co., Gloucester, Mass. 


And Saves *100 Per Truck 
With FasCal Markings 


The St. Johnsbury truck fleet has just won Fleet Owner magazine’s 1961 
Color Award for the nation’s best-looking trucks. This giant, 400-unit 
fleet used Fasson’s self-adhesive FasCal Vinyl . . . and saved $75 to $125 
St. per truck. St. Johnsbury reports their FasCal markings have performed 


SG, Johnsbury rr. aa _ a year under all road conditions at temperatures from 


The market for self-adhesive truck markings is huge . . . profitable. . . 
and open to printers and silk screeners alike. Write today for information 
on how Fasson will help you get your share of this wide-open field. 
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...-10 New 


Help Your Customers 
With Ideas Like This “Dress 
the Salesman” Contest 


Ford dealers all over the country swept their lots clean 
of used cars with this unique contest. Dealers posted a 
comical sign for each salesman. Every time a truck was 
sold, an article of self-adhesive “clothing,” that was 
offset printed and face-cut on Fasson Vellum, was 
added. Results were terrific. 


You'll get over a dozen helpful and profitable ideas in 
every issue of Fasson Facts, our bi-monthly magazine 
of self-adhesive ideas. Write in today and ask to be put 
on our regular mailing list. 


Printer’s Sales Go Up As 
College Stickers 
Go Self-Adhesive 


The printer of these college and high school stickers 
reports that his sales went up immediately when he 
began using Fasson High Gloss self-adhesive stock. 
The reasons are simple: self-adhesives are more con- 
venient to use and they hold better. Here is another 
case showing that people prefer self-adhesives. Send 
for full information on how you can increase your sales 
with Fasson self-adhesives. 


® 


Dept. A 


Business 


E 


Just Out... 
Fasson Dec-a-tex Offers New 
Market Opportunities 


Many graphic arts firms will recognize Fasson’s new 
Dec:a:tex as an unusual opportunity to increase sales 
and actually expand their market. Dec-a-tex is an excit- 
ing trim material that has all the beauty of the world’s 
finest leathers, provides amazing durability, permits 
cost-saving self-adhesive application, can be printed, 
screened, stamped, embossed or die-cut, and only costs 
a fraction as much as other decorative materials of 
comparable appearance. 


Dec:-a-tex is brand new, so your opportunity is unlim- 
ited. Get full information on Dec:a:tex. Write to us, or 
call your local Fasson salesman. 


Fasson Products 


An Avery Company 
¢ 250 Chester Street ¢ Painesville, Ohio 


Makers of self-adhesive papers ° foils * films * for converters 
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Your Guide 
to 1962 


A&SP 
Sales Promotion 
Almanac 


weap the year's special days, weeks 
and months 


war conventions for advertising 
and sales promotion men 


Wa awards for achievement in 
editorial, advertising, sales promo- 
tion and public relations 


This convenient booklet, now in its 
third annual edition, gives dates, 
sponsors and addresses. You'll use it 
all through the coming year. 


$1 per copy 
Quantity prices on request 


Reprint Editor 

Advertising & Sales Promotion 
: 200 E. Illinois Street 

Chicago 11, Ill. 

Please send me 

A&SP Sales Promotion 

1962. 

I enclose $ i 

(ll. residents add 4% sales tax) 


Name 


Company 
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copies of the : 
Almanac for : 


WHAT'S NEW 
IN SALES 
PROMOTION 


Quote of the Month 


Excite your customer to the point he is 
so confused he doubles the order. 

Phil Rose to the 

Los Angeles chapter 


New Chapter 
in Paris, France 


A second overseas chapter has 
been added to the list of active 
SPEA chapters, with the formation 
of a Paris branch. Organized under 
the direction of Paul Genton, sales 
promotion manager, Sabena Air- 
lines, Brussels, president of the first 
European chapter, the Paris group 
is headed by Pierre Sautet, sales 
promotion manager for Air France. 

It will be operated as a branch of 
the parent European chapter, which 
expects to open new sections in 
Milan, Frankfurt and the Nether- 
lands. 

Liaison between SPEA national 
office and international chapters is 
Sidney Jackson, sales promotion 
manager, CIBA International, Sum- 
mit, N. J. 44 


Goodman Named 
Quarterly Winner 


Stanley L. Goodman, sales man- 
ager, Grayson-Robinson Stores, won 
the first quarterly awards contest of 
the SPEA New York chapter this 
season with his Monsieur Duval 
promotion. 

M. Duval, a figment of his imag- 
ination, is the brand name given to 
a $40 French cloth coat. Mr. Good- 
man’s sales promotion campaign 
produced $1,200,000 in sales. 

The promotion, which cost $25,- 
000, was directed at saleswomen and 
charge-account customers in Gray- 
son-Robinson’s 247 specialty stores. 

Part of the excitement of the cam- 
paign resulted from such items as 
letters to customers from M. Duval 
in Paris; prize trips to Paris, and 
cash prizes in francs instead of dol- 
lars to saleswomen exceeding sales 
quotas. 44 


DECEMBER SPEA MEETINGS 
Atlanta: Dec. 13, 5:30; Cherokee Town 
Club 
Boston: Information not available 
Brussels: Information not available 
Chicago: No December meeting 
Dallas-Ft. Worth: Dec. 11, 5:30; 
Sammy’s, 1516 Greenville, Dallas 
Detroit: Information not available 
Los Angeles: Information not avail- 
able 
Milwaukee: Dec. 7, 5:30; Kaiser-Knick- 
erbocker; Dick Girvin, Mktg. Dir., 
Scots Plains 





Development Corp., 
Chicago 

Mpls-St. Paul: Dec. 5, 5:30, Normandy; 
Chase Cornelius, Northrup-King — 
Tie-in Promotions 

New York: Dec. 20, noon, 


East; Christmas party 


Sheraton- 


Paris: Information not available 
Philadelphia: Dec. 21, noon, Warwick 
Phoenix: Dec. 20, Westward Ho 
San Francisco: Date and place not 
set; membershi; vhristmas party 


Search Starts For 
S.P. Executive of Year 


The hunt is on for the S.P. Ex- 
ecutive of the Year, to receive the 
A&SP plaque in April. 

Chapters and individuals are in- 
vited to submit two-page nomina- 
tions to national awards chairman 
Stanley Greenfield, Ziff-Davis, One 
Park Av., New York. 44 


Prexy to Prexy . . . Outgoing president 
Dick Shugg (left), s.p. mgr., Dodge 
Div., Chrysler Corp., is presented a 
plaque by his successor, Frank Zimmer- 
man, sales training dir., Ford., at a De- 


troit chapter meeting. 





ow to get LV shows on 
...0N time 


| ee day, the National 
Broadcasting Company uses 
Emery Air Freight to speed 
television film throughout 
the United States and over- 
seas to meet network sched- 
ules. This planned use of air 
freight, not only helps NBC 
to meet program deadlines, 
but also enables NBC to cut 
down costly inventory of 
prints, saving both time and 
money. Take advantage of 
the speed and reliability of 
Emery Air Freight by speci- 
fying “Ship Emery Air” on 
your shipments of film and 
tape. To find out how much 
faster Emery can deliver 
your shipments call your 
local Emery man, or write... 


EMERY A/IR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





Books for 
‘Admen 


@ How to Merchandise Publication 
Advertising, American Marketing 
Services, 160 Newbury St., Boston 
15, 16 pages, $1 . . . The sixth in the 
“Encyclopedia of Direct Mail” series, 
this handbook outlines the ways in 
which your advertising program can 
give you further returns through 
proper merchandising to your sales- 
men, distributors, dealers, customers 
and prospects. It includes 47 specific 
examples of effective techniques 
used by advertisers. 

A simple and useful guide which 
should help many advertisers extend 
the power of their dollar invested 
in space. R.B.K. 


@ Merchandising for Tomorrow, by 
E. B. Weiss, McGraw-Hill Book Co., 
New York 36, 381 pages, $7.50... 
A quick-reference collection of 500 
tested plans and ideas for modern 
merchandising. Collected by an ex- 
perienced practitioner in the field, 
the ideas represented are the result 
of three years of research. Each 
has been used successsfully by a 
manufacturer and the author gives 
additional helps by showing how 
each can be applied in other fields 
than in which they were originally 
used. 

A valuable addition to the idea 
collection is the preface of the book 
called “The Blueprint of Merchan- 
dising Strategy.” This section, 
printed on blue paper stock, is a 
comprehensive round-up of neces- 
sary merchandising information on 
the changes in shopping and dis- 
tribution trends, and the new sales 
patterns and ideas emerging from 
these changes. 

The book is fact-packed and ob- 
viously written by an authority in 
the field. It is a refreshing change 
from many such books today which 
now and then offer a worthwhile 
idea or fact sandwiched between 
layers of padded prose. B.M. 


® Prose by Professionals, Terry 
Morris, ed.; Doubleday & Co., Gar- 
den City, N. Y., 284 pages, $3.95. . . 
This book has been given the sub- 
title “the inside story of the maga- 
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zine article writer’s craft.” Created 
for the Society of Magazine Writers, 
it is made up of separate contribu- 
tions by 30 men and women who 
have seld articles to the major 
magazines. Beeause of careful edit- 
ing, the book reads as a unit, rather 
than as a collection of independent 
and wide-ranging pieces. 

It is designed for the aspiring 
professional, but its value goes far 
beyond that. It will help people who 
are writing, either as free lancers 
or as public relations men. It will 
help those who must deal with 
writers, whether in management or 
as editors. It will even be helpful 
to those who need to understand 
how major magazines work. 

Finally, it is good and interesting 
reading for anybody connected with 
the broad field of communications. 

R.B.K. 


@ One For a Man, Two For a Horse, 
A Pictorial History, Grave and 
Comic, of Patent Medicines, by Ger- 
ald Carson; Doubleday & Co., 128 
pages, $6.50 . . . Here is the history 
of self-doctoring in Grandpa’s day 
and the old gentlemen’s contem- 
poraries were certainly the greatest 
collection of suckers who ever fell 
for a fast pitch for such dubious 
cures as Pink Pills for Pale People, 
Worme’s Gesundeit Bitters and 
Nature’s Great Emmenagogue. 
Mr. Carson has caught the spirit 
of an era when the justification for 
selling a mark a bottle of colored 
water, roots and alcohol under the 
guise of medicine, was that it prob- 
ably didn’t do him any harm, if we 
didn’t take his money, some other 
sharpie would, and a fool and his 
money are soon parted. Consider 
that Henry T. Helmbold was mak- 
ing $150,000 a year selling patent 
medicines to the gullible shortly 
after the Civil War, long before 


HOLMAN’S 
Fever and Agne and Liver Pad 


OURES WITHOUT MEDIOILE, SIMPLY 
BY ABSORPTION. 


The Best Liver Regulator in the World. 


The only true cure 
for, and preventive 
of malaria, in all ite 
forme : 
ak bot 

aundice 
Rheumatism. Tow 
Fever, Sea- Sickness, 
Neuralgia, Bilious 
Dnsorders, &c., 

None aie 
without the Trade- 
Mark and Signature 


of the en on 


s the wrap 
Ask our Greaniet 
for it. For Certifi- 


cates read littleblue | 
book, Enemy in the | 


Trave Marx Afr 
Sent by mail on receipt of $2 
WM. F. KIDDER & CO., So'e P 
‘No. 83 John Strect, N.Y. eaten 


| 


the income tax. And before we 
place the life span for all the foolish 
in the era of Grandpa, consider 
Dudley Joseph LeBlanc, grand domo 
of Hadacol in its recent days of 
glory. When Mr. LeBlanc was asked 
by Groucho Marx what was Hada- 
col good for, Mr. LeBlanc was quick 
with an answer, “Hadacol was good 
for five million dollars last year.” 

Typical of the customers for these 
tycoons of the Indian Shows, the 
tapeworm pitch, the Jim Dandy 
Cure for Catarrh, was one Miss Jane 
Demee of Utica, N.Y. In five years 
time, this lady poured down her 
throat: 14 bottles of Phoenix Bit- 
ters, 20 boxes of Life Pills, 100 boxes 
of Bandreth’s Pills, three bottles of 
Phelps’ Arcanum, four bottles of 
Smith’s Anti-Mercurial Syrup, five 
bottles of Swaim’s Panacea, three 
bottles of Indian Panacea, six of 
Conway’s Boston Medicine and a 
large quanity of Fowler’s Solution 
of Arsenic... . “but all to no avail.” 
Then came the dawn. “I am satisi- 
fied,” she wrote, “that my life has 
been preserved and my health 
entirely restored by the blessings 
of God, and the use of Bristol’s Fluid 
Extract of Sarsaparilla.” 

All this, of course, as Mr. Carson 
points out, led to Federal regulations 
concerning the selling and adver- 
tising of foods and drugs. E.S. 


© 1961 International Directory, 
Members of the Advertising Agency 
Networks, by W. H. Long; published 
by Mr. Long, 5347 N. Santa Monica 
Blod., Milwaukee 17, Wis., 34 pages, 
$5... This fourth edition of what 
is now a standard work on agency 
networks includes as complete in- 
formation on agency network mem- 
bership, requirements, _ locations, 
meetings, practices, and other de- 
tails, as you can find anywhere. It 
describes the seven agency net- 
works, with their 195 member 
agencies, giving full addresses, 
phone numbers and networks affilia- 
tions. R.B.K. 


e The Idea Treasury, by Hubert K. 
Simon; H. K. Simon & Co., Pelham, 
N.Y., 48 pages, $7.95 ... If what 
you do for a living has retail ap- 
plications, this might be of interest 
to you. 

It is an accounting of various 
procedures and techniques used by 
retail and dealer business operations 
to increase their volume and prof- 
its. Each example is presented in 
case history format. E.S. 
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How FORMICA’ Backs up a Consumer Label Promotion 


By Edward A. More 
Advertising Director 
Formica Corporation 

Cincinnati 


In the increasingly competitive 
laminated plastics business, Formica 
Corp. still faces its biggest daily 
challenge in the furniture showroom 
and in the consumer-level building 
supply establishment. Ironically, the 
challenge stems from tremendous 
consumer acceptance for our prod- 
uct. 

In a typical circumstance, a couple 
intending to remodel visit a kitchen 
dealer’s store. Seeking new kitchen 
counters, it is virtually assured that 
they will ask for Formica surfacing 
by name. Years of intensive adver- 
tising and vigorous distribution have 
given us the only consistent brand- 
name identity in our field. 

But this identity doesn’t neces- 
sarily pre-sell our product. The pro- 
prietor is quite likely to sell the 
couple fixtures surfaced with lam- 
inate “just as good as” or “the same 
as” Formica. Or frequently, he is 
able to misrepresent a_ substitute 
brand as “Formica” and readily ring 
up his sale to the unwitting pair. 

This situation is duplicated even 
more frequently in the fast-turnover 
furniture showroom, where the de- 
mand for functional laminate sur- 
facing has mounted impressively in 
recent years. 


> Last year, we decided upon a 
hard-hitting answer to the chal- 
lenge: labe'ing. 

It was determined that an identi- 
fiable label, serving as the keynote 
in an extended “brand demand” 
promotion program, would prompt 
consumers and dealers to realize 
that Formica is a specific, trade- 
mark brand of laminated plastic .. . 


Formaca laminated piawc r 
ond scratches, cigarette burns, oné sue 
hel sans Cleans ith © Game cloth 


Six Variations The labels, printed in black and gold on pressure-sensitive stock, 


carried the name of the manufacturer. For small users, a general design was furnished. 


An accepted product found itself losing its identi- 
fication as it passed through the manufacturing 
stages. Here’s how a solid promotion made a label 


meaningful enough to be used by users of this 
semi-finished material. 
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DOK! 


WERE IN TV GUIDE 


AMERICA’S BEST-SELLING WEEKLY MAGAZINE 


Promoting Tie-In Ad 


not merely a descriptive term or a 
point-of-sale catchword. 

Furniture was the initial area of 
label activity. Approaching our fur- 
niture manufacturer customers with 
a new. pressure-sensitive label 
(supplier: National Tag Co., Day- 
ton) in 1960, we convinced them of 
the twin advantages of its usage. 
First, a personalized label would 
promote the manufacturer’s name 
to the consumer. Second, Formica’s 
familiar logotype, linked with his 
name on the label, would provide 
dealers with a powerful selling aid. 

We found that our furniture cus- 
tomers, closely attuned to the mer- 
its of point-of-sale merchandising 
aids, welcomed the new Formica 
label. Affixed at the end of the pro- 
duction line in the manufacturer’s 
plant, the gold and black labels 
have become an increasingly fa- 
miliar showroom sight. In less than 
two years, some 50 manufacturers 
have used over three million furni- 
ture labels. One company alone — 
Bassett Furniture Industries — has 
used a million. 

But, more than sheer volume of 
usage, a Formica furniture identity 
has been firmly re-established. It’s 
resulted in increased sales . . . both 
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A special countercard was developed 
to let the dealer display the ad and emphasize his listing 


Blue Book Label 


for our company and those who 
manufacture and merchandise For- 
mica-surfaced furniture. 


>’ To do the same job in the resi- 
dential building supply business, a 
second, similar label was designed 
(also supplied by National Tag Co.). 
Here our objective was to properly 
identify Formica-surfaced units fab- 
ricated by our 7,300 Blue Book deal- 
ers throughout the country. 

Blue Book dealers are pledged to 
sell customers Formica laminated 
plastic surfacing when it’s specified 
by name. They are also pledged to 
display the Formica label in all ap- 
plicable instances. 

In return for this vital loyalty, 
the dealers receive the backing of a 
broad-scale promotion program. For 
example, they are listed in an ex- 
clusive Blue Book directory which 


Formica distributes to consumers 


in response to national advertising 


inquiries. Blue Book dealers also 
receive priority participation when 
our new colors and patterns are pro- 
moted and sampled .. . thus afford- 
ing them a valuable head start in 
garnering new business. 

Last April, 2,000 Blue Book deal- 


ers were listed in Formica ads in 32 


’ 


-”* 


Your Guorontee of 


Quality 


To back up distribution of Blue Books to 


consumers, authorized dealers were offered this sign 


regional editions of TV Guide. Thus 
use of our label gained for “grass 
roots” retail dealers the prestige of 
participation in national 
ing, developed with our agency, 
Perry-Brown Inc., Cincinnati. 


advertis- 


As with furniture, we've sought 
to capitalize on the identity and the 
merchandising value of the Formica 
trademark name by putting that 
name on_ countertops, cabinets, 
bathroom vanities . . . all household 
fixtures surfaced with our laminated 
plastic. To date, over two million 
labels have been supplied to Blue 
Book dealers. 


> The “brand demand” theme of our 
over-all advertising and sales pro- 
motion programs has been tied in 
directly with the labels. 

Last winter, participation on 
NBC-TV’s Jack Paar Show showed 
the furniture label and 
against imitation brands of lami- 
nated plastic surfacing. Similarly, 
the label themes Formica partici- 
pations this fall and winter on CBS’s 
Eyewitness program. In a furniture 
showroom setting, a shopper ada- 
mantly demands furniture with For- 
mica surfacing. The accompanying 
jingle includes the sentence: “Look 


warned 





Scene on TV . . . Commercial on ‘’Eyewitness’’ shows customer 
reacting to dealer the way Formica would like all customers to. 


for the label!” 

A current series of ads in Life, 
Look, Saturday Evening Post and 
The New Yorker intones: “When 
furniture shopping, insist on seeing 
this label.” An illustration of the 
furniture label is a prominent part 
of each ad. 

Simultaneous activities have pro- 
moted the sales power of Formica 
identification to furniture retailers. 
A 14-minute training film for re- 
tailers, produced by Fred A. Niles 
Productions Inc., Chicago, is a vis- 
ual-aid course showing furniture 
dealers how to profit by the grow- 
ing consumer interest in Formica 
surfacing. It cites the sales ad- 
vantage of the label on furniture. 

Distributed through the mer- 
chandising group of McCall’s, the 
film reached 150 key dealers in 50 
cities, is promoted via advertising in 
retailer trade publications. 

Ads in the business publications 
also merchandised exposure of the 
label on the Jack Paar Show, seen 
by furniture prospects. 

Since the advent of our furniture 
label, it has been actively promoted 
to retailers through ads in market 
publications at Chicago and High 
Point, dual centers of the furniture 


YOUR SALES PEOPLE WILL SELL BETTER AFTER SEEING 


THIS TRAINING FILM 


buying seasons. Ads describe it as 
“The label with the one word sales 
talk.” 


> Imaginative sales promotion has 
amplified this message. A highlight 
of a recent Chicago market was a 
Formica-sponsored drawing for a 
Studebaker Lark convertible. Fur- 
niture companies displaying For- 
mica-labeled lines in market show- 
rooms participated; retailer-buyers 
became eligible for the drawing by 
visiting a predetermined number of 
the showrooms. Thus the promotion 
served as a traffic booster for our 
customers and spotlighted the mar- 
ket-wide impact of Formica identi- 
fication to retailers. 

Sent in response to consumer 
write-in requests, a new shoppers’ 
guide to Formica-surfaced furniture 
shows sample groupings of 35 com- 
panies who use our laminate and 
our gold and black label. Copy in 
the Guide advises consumers to “In- 
sist on seeing the Formica label on 
the furniture you buy.” We've in- 
tended the guide as a further im- 
petus to the demand for Formica- 
surfaced furniture . . . also as a pos- 
itive sales aid for our furniture cus- 
tomers. 


Salesforce Training 


FORMICA CORPORATION - CINCINNATI 32, OHIO 


A filmstrip telling about the product 


and its program was promoted in business paper ads 


In addition to the Blue Book di- 
rectory and the TV Guide promo- 
tion (which was repeated regional- 
ly October 21), Formica’s Blue Book 
dealers and the label they display 
dominate our advertising message 
in women’s home and decorating 
magazines. A typical ad -warns: 
“Don’t chance the disappointment 
of an imitation. Buy from the deal- 
er who displays this emblem.” In 
this case, the Blue Book dealer’s 
Formica label is illustrated in the 
full-color ad. 

Ads directed to builders and lam- 
inated plastic fabricators advise 
that customers are “in no mood to 
be told an imitation is ‘just as good’ 
as Formica.” 


’ Such wide-ranging methods pull 
no punches in combatting Formica’s 
point-of-sale challenge. Nor does 
the Formica label itself pull punch- 
es. Its message to the consumer, 
though silently implied, is straight, 
clear and firm: “This is Formica 
laminated plastic surfacing . . . not 
an imitation or a substitute which 
merely looks like Formica. It is 
identified for your assurance and 
protection.” And this sort of ap- 
proach has brought results. 44 
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HOW TO GET PUBLICITY 
FOR THE DIFFICULT PRODUCT 


By Martin Schnur 
President, Rubber Fabrics Co 
New York 


This is the story of “Operation 
Uplift,” a program of public rela- 
tions that focussed attention on a 
delicate top secret. This was ac- 
complished in the face of strict 
communications taboos presented 
by the nature of the product. 

The product is Brafoam, a fabric 
coated with a thin layer of foam 
rubber, designed in one use as a 
lining for makers of bras and swim- 
suits, enabling them to 
“built-in shape insurance.” 


produce 


> Brafoam had already been intro- 
duced to silhouet engineers and had 
already evoked enthusiastic ex- 
pressions of delight from converters, 
end-users and unsuspecting ob- 
servers, both male and female. But 
preliminary analysis by our public 
relations firm, Albert Millet Co., 
indicated that although the com- 
pany had a good product and a 
needed product, it had six strikes 
against it from a publicity stand- 
point: 


Industrial . . . The product offered 
little appeal to consumer media be- 
cause it was hidden away by man- 
ufacturers of next-to-skin fashions 


Confidential .. . The product created 
serious problems in _ producing 
word-of-mouth publicity. Satisfied 
users would hardly mention the 
secret of their curves to even their 


best friends. 


Taboo . . . The same family news- 
papers that regularly publish thou- 
sands of lines of local and national 
advertising devoted to  brassieres 
impose the most stringent taboos on 
the same subject in their editorial 
columns. 


Pictures . . . The 


product, in its 
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you must get pub 


There are some products that are embarrassing to some people, and when 


unconverted state, would hardly 
rate a second glance from a picture 


editor. 


Static . . . There were no seasonal 
style changes, no color changes, no 
changes at all that could serve as 
grist for publicity. 


Delicate Handling . . . The end-use 
of the product required the most 
delicate care and restraint in order 
to avoid offense, not only to ulti- 
mate users, but to manufacturers 
and retail outlets. 


It became apparent that the needs 
of the company required a program 
that would shed reflected rather 
than direct light on the product, an 
off-beat approach that would place 
greater stress on the personality 
and newsworthy activities of the 
company and its executives than 
on the product itself. 


> The 


tives: 


program had these objec- 


1. To promote the advantages of 
Brafoam in terms of greater com- 
fort and in the end result... 
shapely contours. 


more 


2. To create greater awareness and 
acceptance for the 
fashion 


confidential 
ingredient at both trade 
and consumer levels. 


3. To tell the benefits of uniformity, 
quality control and mass production 
behind our product. 


4. To other applications 
for the soft packing material such 
as linings for camera and instru- 
ment cases, corn and callus pads, 
knee pads for boys’ clothing and 
wall hanging for art galleries. 


promote 


Here are some of the things we 
planned and staged to reach these 
objectives: 


e Special Events . . . One was 


you are forced to be ingenious, to use imagination. 


staged in the Cotillion Room, Hotel 
Pierre, New York for an audience 
of more than 200 department store 
buyers, manufacturers, fashion au- 
thorities and members of the fash- 
ion press. 

Pairs of twin models, one fully 
dressed, coordinated the latest Paris 
fashions with appropriate under- 
pinnings styled with Brafoam. The 
show demonstrated the acceptance 
of the product by leading makers of 
bras and swimsuits, customers of 
Rubber Fabrics Co., and given a 
free showcase by the event. 

Results Extensive publicity 
in business publications. Special 
pictures planned to meet the needs 
of consumer media appeared in 
New York City newspapers and 
were carried all over by one of the 
wire services. 


e Industry Service ... As a service 


Fashion Show . . . Twin models, one 
using the product, the other not, dis- 
played the difference that counts to 
key buyers, manufacturers and others. 





to retail store buyers and exhibi- 
tors, a luxurious English barouche, 
driven by a liveried coachman 
wearing a top hat, was operated by 
our company during Corset & Bras- 
siere Market Week in New York. 
Results . Publicity was pro- 
duced in both business and con- 
sumer media including hometown 
newspapers of out-of-town buyers. 


e Consumer Service .. . The com- 
pany launched an educational pro- 
gram on the proper care of bras 
and swimsuits styled with Brafoam. 
Sales training material was pro- 
vided for salesgirls in thousands of 
retail outlets and the same mate- 
rial was made available to women’s 
editors. 

Results . . . Salesgirls were able 
to do a more informed, more intel- 
ligent job resulting in enthusiasm 
for Brafoam end products at both 
the trade and consumer levels. 


e Cable .. . A cable was sent to a 
WAC lieutenant stationed in Japan 
where, according to news reports, 
she had ordered her 96-girl detach- 
ment to shape up with figure aids, 
if needed. 

The cable saluted her contention 
that girls should look like girls 
even in uniform and informed her 
that in order to help her implement 
her order, Rubber Fabrics was 
sending her a generous supply of 
bras in assorted sizes to meet vari- 
ous figure requirements. 

Results . . . International public- 
ity. 


e Cocktail Party .. . The company 


Free Rides . . . A handsome barouche 
was a novel addition to buying week. 
Pictures of visiting buyers were sent to 
home-town papers. 


entertained the press at a cocktail 
party at the Hotel George V in 
Paris to introduce the product in 
what is considered the world’s fash- 
ion capital. 

Results . 
newspapers. 


. Publicity in foreign 


e Trips .. . Foreign trips taken by 
officials of our company were used 
to produce publicity. When one of 
our executives arrived in England 
he announced a “new look” for 
United Kingdom women that would 
‘“remould and reshape British wom- 
anhood with a spot of strategically 
placed foam rubber.” 

Results More publicity in 
foreign newspapers. 


e Controversy The company 
frequently jumped into the fight 
then waging over the attempts of 
some French designers to promote 
“a boyish form.” In an open letter 
to Christian Dior, open because the 
text had been released to the press, 
it pointed out that American wom- 
en were still buying padded bras 
and not listening to his edicts. The 
company also milked a fight about 
the chemise and other fashions 
“that make women look ridiculous” 
and really got publicity all over the 
world by denying any artistic virtue 
for the sack dress, at the time a 
high fashion must. 

Result Women everywhere 
learned about Brafoam. 


e Tie-in .. . New York’s Museum 
of Modern Art took down a few oil 
paintings to exhibit six yards of 
Brafoam in an exhibit of American 
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artifacts. Invitations were sent to all 
levels of the trade to visit the ex- 
hibit. 

Results Additional prestige 
was created and greater awareness 
was created for the interesting ap- 
plications offered by the product in 
other fields. 


e Picture Collection . .. A prestige- 
building collection of antique prints 
was gathered to trace the develop- 
ment of silhouet enhancement 
since the days of the Iron Corset. 
The collection dramatized the 
greater comfort of modern day un- 
dercover fashions in comparison 
with those of previous years. Pic- 
tures were placed on display in the 
offices of Rubber Fabrics Co., cap- 
tioned with humorous, descriptive 
verse. 

Results Publicity resulting 
from the exhibit prompted requests 
from department stores in various 
parts of the country for permission 
to borrow the collection for display. 


> Rubber Fabrics Co.’s program of 
publicity in behalf of Brafoam has 
paid dividends. 

Here are a few of the results: 


1. Brafoam sales have tripled in 
volume since “Operation Uplift” 
was started. 

2. More than 100 million women 
today all over the world use the 
product for support, greater com- 
fort and improved appearance. 


3. In spite of a dozen competitors, 
the company has consistently main- 
tained its position as number one in 
the field. 44 


When ladies danced the minuct 
: Ohey got into the proper mood 
Dy patting up the silhouctte 


In ways that nouxdays scem crude 


Historical Collection . . . The history of foundation garments through the ages, 
as shown in advertisements and contemporary art, created great interest. Ac- 
companying each specimen was an amusing verse. The collection was used ex- 
tensively in department store promotion throughout the country. 
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Monthly Schedule-Top opening 
style-8!/, « I! with step cut 
index. RR270 -200@ .92. copy 
in date boxes can be included. 


Month At A Time Book—4 x 
6!/,—RR210, low cost “color- 
gloss” cover, blue or red 200 
@ .30, 2000 @ .20; RR224 
Vinyl Sec'y. cover 200 1.00 
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Month At A Time Books: 7 x 10 
Low cost RR830 200 @ 43 
Leatherette editions available 
-97 to 1.63 with indexes, memo 
sheets. 


Month At A Time: 7 x 10 De- 
pee re geo — padded some 
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“My Home Reminder’: RR84!. 
7 x 10 Merchant cooperative 
home advertising monthly plan- 
ning book. 5 advertiser basis 
costs each merchant 10¢ a 
home including mailing 


Pocket Diary: 2!/2 x 4—RRI32 
—t60 Pages. A Week to a 
added information 
pages. 300 @ .38, 2000 @ .3! 
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Weekly Memo 
Calender: RR2, 


with exclusive 
stand-up easel. 
Available in six 
color backs. 300 


Calendar: RR7, 

7 x 12 high qual- 

ity, color-gloss 

backboard with 

special sheet re- 

tainerdevice, 
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fol teuste aac! 
sides, ting bind. 
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Almanac: 5 «x 8, RRI8O, 64 
pages with sturdy cover. Has 
weather forecasts, monthly 
schedules. 1000 interesting 
facts. 200 @ .25, 2000 @ .15 


4 Days At A Time Diary: 5 x 8; 
RR44—192 page Appointment 
Style, 13 month filler 200 @ 
14, 5 x 7; RRI24—224 page 
Diary-Almanac 200 @ .90 


4 x 7 Yearbook: RR30 with 

added daily expense record at Bound book with perforated top 

bottom of page. 200 8 88. memo-expense record, RR505, 

5 x 8 size, RR654 200 1.30 200 @ 1.90, RR502, 200 @ 
1.68 Refillable post style—- 
RR570, 200 @ 2.00 


Desk Calendar Pad: 5 «x 8, 


Remind - Omatic: 
Handsome three 
in- one, monthly 
: planner, phone 
index, memos. 
Appointment Book: A Day At 7 x 10: RR89S 
A Time—5 x 8—RR354 Half” Leather, 200 @ 452 pages; with phone index, 
Hourly or RR3S4A Quarter 5.40, RR894 Sim., Travel guide, Information, Rec- 
8—RRI565, 200 @ 1.55. Hour with bookmark. 200 @ 200 @ 3.50, 4 «x ords, Appointments. RR975 
RR1I465, 200 1.19; 7x 1o— 1.14. In Professional style 6'/>: RR225 Lea., 200 @ 3.72, Leather, 200 @ 5.55 RR976 
RR412, 200 1.82 RRI54 200 @ 1.60 RR224 Vin., 200 @ 149 Simulated, 200 @ 3.90 
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A) BIG 


APPOINTMENT CALENDARS 


As long as businessmen must make notes of what 
they are going to do, and keep records of where they 
have been, these will be important sales promotion tools. 


By Bette Macon 
A&SP Associate Editor 


Since the days of the sun-dial, 
man has been trying — with vary- 
ing results to keep track of his 
time. And it is only lately with his 
acceptance of the appointment cal- 
endar that he has had much of a 
chance to succeed. 

The appointment calendar, with 
its neat white spaces for recording 
the time and place of each day’s ap- 
pointments, is a helpful link be- 
tween promise and memory and as 
such bids fair to change the entire 
calendar industry before long. 

The majority of the approximate- 
ly 50 suppliers who responded to an 
A&SP mailing on appointment cal- 
endars showed sales growing on this 
kind of calendar, compared with the 
others. 


> Why? Apparently the appoint- 
ment calendar is a reflection of the 
changes in today’s living and the 
ensuing complicated schedules “en- 
joyed” by everyone from the execu- 
tive to the housewife. 

The old quiet time is gone, seem- 
ingly forever. Even today’s top ex- 
ecutives no longer spend their days 
cloistered behind big desks waiting 
for the world to come to them. To- 
day’s top executive is out meeting 


people, going to conventions and 
learning more all the time about his 
own and allied fields. 

The trend today is toward “keep- 
ing up with things” .. . and keep- 
ing up takes a lot of getting around. 

Still another user, more recent but 
just as sold on the appointment cal- 
endar, is the housewife. She, too, is 
asking for a calendar which will en- 
able her to keep track of her ever- 
increasing schedule of activities. 


>» Not new, really, this segment of 
the calendar industry is evidently 
the brainchild of the advertising 
world. Just exactly when it came 
into being is difficult to say definite- 
ly but the farthest back A&SP has 
been able to trace it was to 1908 as 
reported by Ever Ready Calendar 
Manufacturing Co. in the A&SP 
survey of over 350 calendar manu- 
facturers. 

“Back in 1908, the Ever Ready 
Calendar Manufacturing Co. was 
mainly a print shop . . . under an- 
other name. The calendar idea came 
through a customer who wanted a 
flat style pad with his imprint on it. 
The idea took and soon advertising 
plates (etched brass) were added to 
the top of the pad. 

“The flat desk pad became quite 
popular. So much so that stationers 
began stocking pads and bases for 


resale. These, of course, were with- 
out imprints of any kind. And, over 
the years, the stationery sales took 
command, topping specialty sales 
several times.” 

Today, this fairly new portion of 
the old calendar industry is still an 
accepted part of the stationer’s in- 
ventory but growing all the time 
once more in the advertising world. 

In fact, Brown & Bigelow’s Chi- 
cago representative says: 

“While appointment calendars 
do not represent the largest group 
in our line (either in respect to sales 
volume or number of pieces) it is, 
nonetheless, a significant and grow- 
ing segment of it. In fact, our basic 
stock appointment calendar has at 
least doubled in sales volume for the 
past four years.” 

This kind of statement points 
conclusively to the fact that not only 
do the executive, housewife and 
other types of consumers like the 
appointment calendar but that the 
advertiser who sends it out must like 
it also. And with good reason, when 
one considers its versatility. 


> Appointment calendars come in 
many sizes and price ranges, offer- 
ing an advertiser a chance to adapt 
his promotion to his budget instead 
of the other way around. He has, al- 
so, a choice of three basic types of 
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you want to give the BEST 
and most UNUSUAL diary in 
America there is only one 
to consider— 


—, 


Cal Ta ab cra Os: air) 


FEATURING: 

64 page Editorial Section which 
answers thousands of everyday 
questions for executives from In- 
ternational Currency Conversion to 
Vintage Wines... from Key Data 
on 50 Largest Metropolitan Areas 
to International Travel Information. 


* Plus, the finest 2 color Week-in- 
View® appointment spread of any 
diary covering a full 14 months! 


* All this, hard book bound, in the 
most attractive luxury coverings. 
Standard editions are sold by lead- 
ing Advertising Specialty Jobbers 
throughout the U. S. 
For detailed information on how the 
Nation's #1 appointment aid can be 
customized to the individual require- 
ments of your company for giving late 
in 1962 write: 
Charles A. Schwarz, V.P. Sales 
THe Executive Desk Diary, LTD. 
717 Fifth Ave., New York 22,N.Y. 
PLaza 2-7670 


wer: 


eet 
Appointment 


- YOUR 
LENDAR 


IMPRINT 


LAST CALL HERE 


FOR 1962 
CALENDARS 


Orders received 
early December 
will be shipped 
before Jan. 1, 1962 


Send in your P.A.C. order and copy now 

. . the handy, low-cost pocket calendar 
with your Personalized Ad Copy on front 
and back covers. Designed and priced 
to provide you a useful, give-away sales 
promotion tool. Size 35s” x 64” —32 
pages plus tan cover — black ink. 

Prices (including your imprint) 
First 1,000 — $85.00 (minimum order) 
additional 1,000’s — $62.00/M up to 20M 
(Write for special prices 
in lots of 20,000 or more) 

*Your Powerful Advertising Commodity 


LITHOGRAPH, INC. 


219 W. WAYNE ST., DEPT. C 
FT. WAYNE, INDIANA * PHONE A-7141 
—_——— 
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appointment calendars, with each 
offering its own special advantages. 


1. Wall Type 


While descended from the oldest 
of the calendar styles, the wall-type 
offering appointment-memo space is 
still not as often seen as the desk 
appointment calendar. The format is 
usually pretty simple with boxed-in 
Squares around each day’s date fur- 
nishing appointment memo space. It 
is effective and apparently well- 
liked by industrial users with pro- 
duction schedules as well as house- 
wives who — seldom owning a desk 
— tend to lean toward the wall-type 
for appointment reminders. 

There are some unusual variations 
in the wall calendar with appoint- 
ment-memo space, however. U. O. 
Colson Co. produces one which fea- 
tures a memo pad which can be 
mimeographed, month by month, 
with events for that month. Pre- 
pared only one month in advance, 
the information can be as current as 
possible. It has been used by com- 
panies to spotlight promotions and 
important events; Chamber ° of 
Commerce use has been to co-or- 
dinate retail promotions; fraternal 
organizations have used it to pro- 
mote coming social events. 

Brown & Bigelow have produced 
an unusual one for the housewife 
featuring a calendar with a black- 
board, on which she can write a re- 
minder list for shopping as well as 
her appointments. 

Another variation of the same 
theme is a giant wall calendar, from 
Creative Company of Chicago. This 
one, measuring. 22x34”, contains a 
full year’s calendar with appoint- 
ment-memo spaces for each day. 


2. Desk Type 


Originally produced for the ex- 
ecutive, the desk calendar of today 
is a many-varied item. 


Coming Next Month! 


The Memolog . . . Not yet on market, 
this appointment calendar is produced as 
prospect mailer by Ardlee Service 
28 W. 23d St., New York 


Inc., 


There are four basic styles avail- 
able: 
A — the open book style . . . this 
style features loose sheets of paper 
for each day’s date which can be 
turned over the mounting spindle. 
It is usually mounted on a plastic 
holder. Popular in the Midwest and 
West. 
B — the tear-off type . . . this type 
has a perforated pad for tearing off 
each sheet to show the next day’s 
date. It is mounted on a plastic 
holder. This type of appointment 
calendar has been popular in the 
East for at least 50 years and is still 
going strong. Both type A & B have 
been popular stationery items, but 
they can be advertising calendars 
with ad _ inserts, imprinting 
etched covers. 
C — notebook or diary type . 
A spiral bound, looseleaf format 
bound in paper, leather or vinyl. 
D — planning calendar . . . In this 
style, the sheets are seldom bound 
together but fitted into an imprinted 
flat holder, usually plastic. The for- 
mat is most often that of a month- 
at-a-glance but can be weekly or 
even yearly. 


and 


> It’s in the area of desk-type 
calendars the prospective buyer 
finds the most variety of format of- 


Exuisir MovincG SERVICES 


And in the months to come: 
PosTAGE STAMPS 
CATALOG BINDERS 


ConTEst MANAGEMENT 


P.O.P. Projectors 
OrrFice Copiers 


Bau Point PENS 


Suppliers in these fields are invited to send in 
catalogs and other promotional material 
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NORTH 


STAR 
PAPERS 





cor stellar reproduction, 





Fix your gaze on a brand new blue-white NORTH STAR-— 
Polar Superfine Enamel. Note how its blue-white brilliance 
and exceptional gloss heighten the contrast between the 
spectrum and the jet black of night. The insert was printed 
in two impressions on a conventional single color press, 
running black for one impression and five colors in a split 
fountain for the second impression. The effect is striking: 


full color with unusual snap, produced at minimum cost. 


Oxford North Star trailing-blade-coated papers are distin- 
guished for their exceptional brightness, levelness, polish 
and affinity for inks. When you select paper, consider 
North Star. Your nearby Oxford merchant can meet your 
printing and budget needs from his stock of Oxford quality 
coated text and matching cover papers. For his name, 


drop us a card at 230 Park Avenue, New York 17, N. Y. 


paper 
specialists 
to the 
graphic arts 
industry 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel q 

(for this insert, basis 25 x 38—100 Ibs.) 

Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Mainefiex Offset Enamel 

Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES NEW YORK *« CHICAGO #*¢ BOSTON 





fered him. The above descriptions 
are only general outlines of basic 
types. The ingenuity shown by 
manufacturers in designing differ- 
ent formats is amazing and certainly 
an eye-opener to anyone who pre- 
viously thought a calendar was just 
a calendar. 

Binding, too, is highly variable in 
this area. In addition to paper and 
plastic bindings, we found leather, 


bronze, and even silver-and-gold- 
plate. 

Advertising possibilities are nor- 
mally somewhat confined, compared 
to the wall appointment calendars. 
However even here there are ex- 
ceptions. Amercraft Inc., for in- 
stance, publishes an appointment 
book that provides a pictorial pres- 
entation for the advertiser in which 
he can show his plant, personnel, 


SOURCES FOR APPOINTMENT CALENDARS 


The 


resr 


in, appointment calendars 


Amercraft Inc. 


American Thermoplastic Co. 
425 First Av., Pittsburgh 1 
Constance Bannister 

ald Spring Rd., Syo: 
Berjess Calpad Co. 


t 


L. D. Blehart Co. 


Brown & Bigelow 


QF Tr 


Business Reports 

The iiaiiiasate Co. 
Carcross Inc. 

The Chatham Mig. Co. | 
chante: deat Ce. 
Colonial sbbiintien is 
U. O. Colson Co. 
Creative Co. of Chicago 
Dalton Press 


The Dartnell Corp. 


Doty Litho 


Louis F. Dow Co. 
University at Hampden Av., 


wi 


150 Bay, Jersey City, N.J. 
Executive Desk Diary Ltd. 
John Frederick Co. Inc. 


Joseph Freeman & Co. 


following list includes those companies who have indicated, in 
sponse to an A&SP survey that covered more than 400 manufac- 
turers, that they are currently carrying in stock, or are specializing 


Gallant Products Inc. 
57 Park Av. S., New York 10 
Geiger Bros. 
Me 


ewiston 
Gibney-Bruce Inc. 


Watertown nn. 

Goes Lithographing Co. 

42 W. 61st St., Chicag 

Hill Novelties Mfg. Corp. 

329 Newbridge Rd., N. Bellmore 


Keith Clark Inc. 


The Merlo Co. 
5478 Wilshire Blvd., I 


ire 


The Minute Man Line Inc. 


3t., Boston 10 


Nascon Products, Specialty Div. 

475 Fifth Av., New York 

Nu-Leth-r Adv. Div., Winthrop-Atkins 
151 Peirce St 


Middlebor Mass. 


Osborne-Kemper-Thomas 
Park A Norwood, Ohi 
Plastic Service Co. 

A. Pomerantz & Co. 


852 Memphis, Philadelphia 
Ready Reference Publishing Co. 


A06 W. 3l1st St., New York 
Recordplate Co. 


Fa 
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Regency Crafts Inc. 
? Park Av. S., New York 10 


Shaw-Barton, Calendar Div. 
Yoshocton, Ohi 


Shedd-Brown Mfg. Co. 


Box 2108, Minneapolis 


Oscar Sheldrup Co. 


N. Desplaines, Chicago 6 


Simmons-Woodward Inc. 

519 Tower Grove Av., St. Louis 10 
Skinner & Kennedy 

416 N. Fourth St., St. Louis 2 

The Southard Co., Calendar Div. 


Cy 


J E. Long St., Columbus 15 


Stark Calendars Inc. 


100-112 Bissell, Joliet, Ill. 





WHEN 


YOU SIGN 
YOUR 


NAME TO 


AN AD... 


BE SURE IT 
REPRESENTS YOU 


WITH PRIDE! 


Advertising Calendars by Nu-Leth-r, 
create a “goodwill image” of you — 
your motives — your merchandise. 


How? Advertising promises customer satis- 
faction. A Nu-Leth-r Calendar delivers it. 


Cost? Less than offering one smoke to a 
customer every other Saturday* 


Proof? People ask for your advertising on 
Nu-Leth-r Calendars. (Wouldn’t you like 
a Nu-Leth-r “Citation” to use during 
1962?) 


*In most states. (@ 1!/2¢ per smoke) 


Lemnos LANES 
nt t8 Lanes Lounge 


CITATION 


| Please send me my free Nu-Leth-r| 
| Citation Calendar for 1962. 
| 


| Name Title 


| Company 
| Address 


City State 


| My nearest Advtg. Specialiy Distributor is: 


| NU-LETH-R ADVTG. DIV. 


j 151 PEIRCE ST. 
| MIDDLEBORO, MASS. 
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Now Available 
GIANT SIZE! 
YEARLY 
PLANNING 
CALENDAR 
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Full 22 x 34 size. Printed in two colors on bright 
white stock, suitable for writing with pencil or pen. 


* 
The entire year ata 
glance. Quick reference to 
the past and the future, 
weekly, monthly and 


yearly. 
Used for... 


SCHEDULING ¢ PLANNING 
APPOINTMENTS ¢ MEETINGS 
RESERVATIONS 
PRODUCTION RECORDS 


Used by... 


OFFICES ° FACTORIES 
SCHOOLS ° CHURCHES 
CLUBS ° INSTITUTIONS 


QUANTITY PRICES 


SHIPPED PREPAID ON RECEIPT OF OFDER 
WRITE FOR PRICES ON LARGER QUANTITIES 


These calendars can be tailored to 
your special needs, when ordered in 
larger quantities. . 


Write for further information 
ORDER TODAY! SEND MONEY ORDER 
OR CHECK WITH YOUR ORDER TO: 


Se 
POR ee Oa 
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Personalized 
handsome desk 
calendar from Shaw- 
Barton bears custom- 
er’s name or initials 
stamped in 
gold on cover 


products, services and manufactur- 

ing processes _ photographically 

through the simple expedient of flip 
over sheets. 

This is an exception, however, and 
it should be remembered that the 
desk type of appointment calendar 
is almost more an executive gift 
item than an advertising display. 

There are also suppliers who feel 
their model is much more than just 
an appointment calendar, and justi- 
fiably so. Day-Timers Inc., for in- 
stance, in reply to our survey letter 
said: 

“We will use your descriptive 
term, ‘appointment calendars,’ but 
it should be understood that Day- 
Timers are not appointment calen- 
dars in the usual sense of the 
words.” 

Day-Timers was correct in its 

lack of warmth to the restriction of 
terminology in this instance, and 
this applies to many other suppliers 
as well. While the Day-Timers are 
probably the most comprehensive 
formats combining the features of 
an appointment book, fool-proof 
“tickler” reminder system, a work 
planner and organizer, time record 
and diary, there are many others 
from other suppliers which are 
much more than just appointment 
calendars. 
3. — Pocket or Wallet Types ... 
Here again, the formats vary wide- 
ly. Bindings include paper, card- 
board, plastic and leather and you 
will find them in any range of price 
possibilities from the paper folder 
to the executive gift in a leather 
folder, which sometimes contains an 
address book, paper memo pad and 
even a pen. 

Easily the most interesting feature 
of this pocket or wallet appointment 
calendar is seen in its direct mail 
possibilities. The more economical, 
paper or cardboard calendars can 


be produced in formats showing 


three months, one month or even a 
week at a time. 

With this kind of customer contact 
possibility, the smaller type fits well 
as a useful and welcome specialty 
in a long-range direct mail cam- 
paign. 


> All three types of appointment 
calendars can be of value in pro- 
motion campaigns providing the 
prospective advertiser chooses the 
right one for his market. As a gen- 
eral rule of thumb, he should choose 
the following types for the following 
markets: 


® Wall — 


homes, stores, institu- 
tions, 


industrial plants, mailing 
rooms, sales offices, etc. Remember, 
in the home, the woman controls 
the wall space so keep the artwork 
keyed to her likes. 


ee oe 
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Qvoiity Dairy Products for « Quarter af « Center 
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January 


1 23 4 8 6 
7 oso 2 10 11 12 13 
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21 22 23 24 
28 29 30 31 


Housewives’ 
wall 


Version 
calendar 


Blackboard 
from Brown & Bigelow 
offers space for appointments plus dairy 


list. Item is check 
list 


also made without 
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@ HOW POCKET DAY-TIMER HELPS BUSY MEN 
ORGANIZE THEIR TIME: 


The Pocket Day-Timer has 12 wallet-size monthly diaries with 2 pages 
for each day planning calendars with large lined blocks for each day 
for the current and the 2 following months and several pages 0 
out gummed memo slips. The current month's diary slips into a hand 
some, ultra-thin wallet that fits easily into the inside coat pocket 


f tear 


Each month's diary has two full pages (3 
and memos 


x 64) for each day's notes 
clearly separated into handy sections to provide the five 


records needed most for top efficiency 


@ AN APPOINTMENT BOOK 

@ A “TICKLER” REMINDER SYSTEM 

@ A DAILY, WEEKLY AND MONTHLY WORK PLANNER 
AND ORGANIZER 

A PERMANENT DIARY AND RECORD OF ALL ACTIVITIES 
AND WORK DONE 


@ A TIME AND EXPENSE RECORD 


The Pocket Day-Timer has helped thousands of business and professional 
executives and salesmen gain increased efficiency and income. Put this 
proven aid to work for you, your friends, business associates, customers 
and clients. Mail your order today 


WRITE, WIRE OR PHONE FOR FREE 
SAMPLES AND DELIVERY INSTRUCTIONS 


3L0 ¥ a Borer Constant led (2) 
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CONTAINS EVERYTHING NEEDED TO PLAN, 


EXECUTE AND RECORD 

A MORE PROFITABLE DAY! 

Set includes: | pa 

12 monthly diary books | 

Wallet and fine-line | 
ball-point pen 

12 monthly file ledger folders 

Six-year planner 

Address and Phone Directory 

Sturdy file box | pies 


Suggestions for best use 
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2 LET US MAIL YOUR GIFT DIRECT 
“ We'll gladly mail your gift Pocket Day-Timer direct to the recipient, at 
no extra cost. Just list on a separate sheet their names, addresses, and 
the type wallet you wish to give each. Their Pocket Day Timers will 
arrive—carefully wrapped and shipped—at least two weeks before 
hristmas, with a gift card naming you as the donor 


QUANTITY DISCOUNT PRICES: 


T with Plastic 
Wallet® 
$9.75 
less 5% 
less 7% 
less 10% 
less 15% 
less 20% 


with Ghana Cowhide or 
English Morocco Wallet* 


$13.75 
less 5% 
less 7% 
less 10% 
less 15% 
less 20% 


200 or more 





plus postage. In U.S.A. 10¢ Fed. Tax on plastic wallet 
No Fed. Excise Tax on quantity business gift purchases 


or your money back. 


90¢ on leather wallet. 
Satisfaction guaranteed 


Y-TIMERS, INC. Dept. ase AlL TODAY! 


Pescie cuted sa to Pechan tapeteianainiaintaiae 
Quantity _____. with black Plastic Wallet 
Quantity _____ with rich red-brown genuine Ghana Cowhide Wallet 
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(NOT GUESS WORK) 


About Home and 


Business Calendars 


Brown & Bigelow can, accur- 
ately and statistically, answer 
such age old questions concern- 
ing calendar advertising as: 
@ What types of calendars 
are wanted? 
@ What is their recall recog- 
nition percentage? 
@ Do they influence buying 
decisions? 
These and other questions have 
been answered by independent 
survey teams who interviewed 
American businessmen and 
housewives to arrive at an ac- 
curate and up-to-date study on 
the true FACTS about calen- 
dar advertising. 
If you are considering calen- 
dars or are now a calendar 
buyer (we hope from us) we 
will be happy to get this fac- 
tual information to you. Drop 
us a line on your firm’s letter- 
head. We will thank you for 
your inquiry with a Four-Year 
Executive Planning Calendar. 


WRITE: W. T. Forrester 
Vice President, Merchandising 
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Month ata Time... 
Popular spiral-bound 

format is seen in open 
book appointment pad 
from Keith Clark. 


® Desk — executives, receptionists, 
secretaries, professional men, house- 
wives, etc. Again, the housewife is 
worth special mention. She seldom 
has a desk of her own, and the book 
will usually sit out on the kitchen 
counter. A kitchen book of recipes, 
or something else keyed to her spe- 
cial interests, is best. The one ex- 
ception might be the case where the 
family as a whole is the market. 
Then a_ good-looking, family ap- 
pointment book in leather for the 
family desk — usually found in the 
living room might be a good idea 
especially if it’s personalized on the 
cover. 

The desk appointment calendar is 
best for the office market, especial- 
ly if the market is key personnel. 
Seldom does a wall-hanging calen- 
dar get space in an office decorated 
to epitomize executive dignity. 


® Pocket or Wallet — salesmen, ex- 
ecutives who travel and like to keep 
a record on the road of their ap- 
pointment schedule, 
men. 


professional 


> There are always exceptions, but 
the general rules are safe to follow 
if in any doubt at all about the type 
to choose. Other deciding factors in 
the choice of any type of appoint- 
ment calendars or one supplier over 
another would be as follows: 


@ Decide what your recipient wants 
most in an appointment calendar 

. utility, beauty, novelty, gift ap- 
peal, etc. 


© Consider your own tupe of busi- 
ness . If you are offering mor- 
tuary services and choosing a wall 
appointment calendar don’t choose 
one for the kitchen. Rather, con- 
sider a religious motif with an eye 


to getting it up in the bedroom. 


® Check distribution methods when 
considering a supplier... if you are 
distributing nationally, you may 
have need of drop shipments, spe- 


cial mailing services, etc. Also, if 
you're slanting your appointment 
calendar as an executive gift you 
may want some of the special pack- 
aging, gift cards, etc. offered by 
some suppliers. 


And finally, consider a survey 
check after the appointment calen- 
dar is sent to see if it is in use as a 
future guide to buying. This can be 
handled simply with no more than 
a reply card enclosed with the cal- 
endar. The results may surprise you 

.. and pleasantly. 


> Planning, of course, is the key 
word in using the appointment cal- 
endar effectively. The right item 
for the market, the special slanting 
toward interests, the choice of the 
right format and even the ordering. 
From the suppliers we questioned, 
there is no doubt that the timing 
of the order gets to be a problem in 
this field. Predominantly, most sup- 
pliers would like to have the orders 
in before October if the distribution 
is to be handled before the first of 
the year. Some of them unquestion- 
ably thought this too late, mention- 
int they were already working on 
orders for 1963. Others were quite 
cheerful about later than October 


Five-In-One . . 
ment 


. More than an appoint- 

Day-Timer includes a 
system, work plan- 
ner, time record, diary and work record. 


calendar, 


five-year reminder 





Hveryone 
Likes 
Gilbert 


Superase gay 


TAKES 
PRINTING 
BEAUTIFULLY 


ERASES LIKE MAGIC 


TOPS FOR 
QUALITY 
APPEARANCE 


You erase mistakes... even whole phrases ... like magic, with just a soft rubber pencil eraser. They erase cleanly, too... no 
smudge ...no smear. Superase, with 25% new cotton fibre content, also has a quality appearance. It looks like regular bond 
paper, including the crisp cockle finish always associated with quality papers. And Superase Bond gives a beautiful letterhead 
impression by all reproduction processes. Send for sample kit containing a generous supply of Superase Bond and Superase Thin. 


AON 


AN 
type here then erase 


try its erasure quality yourself 





GILBERT SUPERASE BOND IN A WIDE 


SIZES AND WEIGHTS, INCLUDING GILBERT 4 


THIN (sub. 9), IS AVAILABLE FROM 


AMERICA'S FINEST PAPER MERCHANTS 


SEND FOR THIS FREE 
SAMPLE KIT 


Contains an ample supply 

of Gilbert Superase Bond in 
all weights, including 
Gilbert Superase Bond Thin. 


Send for it today. 


GILBERT 
PAPER 
COMPANY 


MENASHA, 


WISCONSIN 


This is Gilbert Superase Bond, 25% 


ALABAMA 
Birmingham 
Mobile 
Montgomery 
ARKANSAS 
Little Rock 
CALIFORNIA 
Los Angeles 
Sen Francisco 
COLORADO 
Denver 

Pueblo 
CONNECTICUT 
East Hartford 
DELAWARE 
Wilmington 


*Sloan Paper Company 
*Partin Paper Company 
*Weaver Paper Company 


*Roach Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Green & Low Paper Co 


*Whiting Patterson Co 


DISTRICT OF COLUMBIA 


Washington 
Washington 


FLORIDA 
Jacksonville 
Jacksonville 
Miami 
Orlando 
Pensacola 

St. Petersburg 
Tallahassee 
Tampa 

West Palm Beach 
GEORGIA 
Atlanta 
Macon 
Sevannah 
IDAHO 
Boise 
Pocatello 


ILLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 


INDIANA 
Evansville 
Indianapolis 
Fr. Wayne 
IOWA 
Davenport 
Des Moines 
Des Moines 
Sioux City 
KANSAS 
Topeko 
Wichito 
KENTUCKY 


Louisville 


LOUISIANA 
Alexondria 
Baton Rouge 
Monroe 

New Orleans 
Shreveport 
MARYLAND 


Baltimore 


*Stanford Paper Company 
*Virginia Paper Company 


* jacksonville Paper Company 
*Virginia Paper Company 
*Everglade Paper Company 
*Central Paper Company 
*Pensacola Paper Company 
*Pinellas Paper Company 
*Capital Paper Company 
*Tampa Paper Company 
*East Coast Paper Co 


*Sloan Paper Company 
*Macon Paper Company 
*Atlantic Paper Company 


*Carperiter Paper Company 
*Carpenter Paper Company 


*Berkshire Papers Inc 
*Berminghom & Prosser Co 
*Bradner Smith & Company 
*Corpenter Paper Company 

Dwight Bros. Paper Company 
*Empire Paper Compony 
*Moser Paper Company 


*C. P. Lesh Paper Company 
*C. P. Lesh Paper Company 
*Millcraft Paper Company 


*Peterson Paper Company 
*Bermingham & Prosser Co 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Wichita Paper Company, Inc 


*Lovisville Paper & Mfg. Co 


*Lovisiana Paper Company Ltd 
*Lovisiona Paper Company Ltd 
*Lovisiana Paper Company Ltd 

*The D & W Paper Company 
*Louvisiane Paper Company Ltd 


*Stanford Paper Company 


MASSACHUSETTS 


Boston 
Boston 


MICHIGAN 
Detroit 
Detroit 
Grand Rapids 
Kalamazoo 


MINNESOTA 
Duluth 

Duluth 
Minneapolis 
Minneapolis 
Minneapolis 
St. Paul 

St. Paul 

St. Paul 


Jockson 


MISSOURI 
Kansas City 
Konsas City 
St. Lovis 
St. Louis 


Springfield 


*Andrews Paper Company 
*Tileston & Hollingsworth Company 


*Service Paper Company 

Union Paper & Twine Company 
*Carpenter Paper Compony 
*Berminghom & Prosser Co 


*Carpenter Paper Company 
*Duluth Paper & Specialties Co 
*Carpenter Paper Company 
*General Paper Corporation 
*Inter-City Paper Company 
*Carpenter Paper Company 
*General Paper Corporation 
*inter-City Paper Company 


*Townsend Paper Company 


*Bermingham & Prosser Co 
*Carpenter Paper Company 

*Beacon Paper Company 
*Bermingham & Prosser Co 
*Corpenter Paper Company 


MONTANA 
Billings 

Butte 

Great Falls 
Missoula 


NEBRASKA 
Lincoln 
Omoha 


NEW JERSEY 
Hackensack 
Newark 


NEW MEXICO 
Albuquerque 


NEW YORK 
Albany 
Buffalo 

New York City 
New York City 
New York City 
New York City 
New York City 
New York City 
New York City 
Rochester 
Syracuse 


NORTH CAROLINA 


Charlotte 
Charlotte 
Raleigh 


OHIO 

Akron 

Canton 
Cincinnati 
Cincinnati 
Cleveland 
Columbus 
Columbus 
Dayton 

Toledo 
OKLAHOMA 
Oklahoma City 
Tulsa 


OREGON 


Portland 


PENNSYLVANIA 


Bethlehem 
Philadelphia 
Philadelphia 
Philadelphia 
Pittsburgh 
York 


RHODE ISLAND 


Providence 


TENNESSEE 
Chattanooga 
Memphis 
Memphis 
Nashville 


TEXAS 
Amarillo 
Austin 
Dallas 

El Paso 

Fort Worth 
Harlingen 
Houston 
Lubbock 

San Antonio 


UTAH 
Solt Lake City 
Ogden 


VIRGINIA 


Richmond 


WASHINGTON 


Seattle 
Spokane 
Spokane 
Tacoma 
Yakima 


WISCONSIN 
Green Boy 
Milwoukee 
Milwoukee 
Milwaukee 
Oshkosh 


CANADA 
Vancouver, B. C 
Winnipeg, Mon 


*Carpenter Paper Company 
*Ward Thompson Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Garfield Card & Paper Co 
*Lewmar Paper Company 


*Carpenter Paper Company 


*W._H. Smith Paper Corporat 
*Franklin-Cowan Paper Company 
*Allan & Gray Corp 
*Bishop Paper Company 
*Green & Low Paper Company 
*Hobson Miller Paper Co 
*Ris Paper Company 
*Soxon Paper Corporation 
*Willmann Paper Company 
*Fine Papers, inc 
A. Compensa & Company 


*Charlotte Paper Company 
*Virginia Paper Company 
*Epes-Fitzgerald Poper Co., In 


*Union Paper & Twine Company 
*Herrington Paper Company 
Chatfield Paper Corporation 

*Diem & Wing Paper Company 

*Union Paper & Twine Company 
*Scioto Paper Company 

*Sterling Paper Company 

*Hull Paper Compony 

*Paper Merchants Incorporated 


*Carpenter Paper Company 
*Tayloe Paper Company 


*Carpenter Paper Company 


*Bethlehem Paper Company 
*Quoker City Paper Co 
*Rhodes Paper Company 
*Whiting Patterson Co 

*Chatfield & Woods Company 
*Quaker City Paper Company 


*Providence Paper Company 


*Bond-Sanders Paper C 
*Roach Paper Company 
*Tayloe Paper Company 

*Bond-Sanders Paper Company 


*Kerr Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Virginio Paper Company 


*Carpenter Paper Company 
McGinnis-Independent Poper Co 
*Spokone Paper & Stationery Co 
*Standard Paper Company 
*Carpenter Paper Company 


*Steen-Macek Paper Company 
*Oshkosh Paper Company 
*Sensenbrenner Paper Co 

*Wisconsin Paper & Products Co 
*Oshkosh Paper Company 


*Coast Paper Limited 
Mid-West Paper, Ltd 


*These merchants carry a majority of 


Gilbert Quality Papers 


new cotton fibre, white, cockle finish, sub. 2O. 





Week in View . . . Saturday Review Ex- 
ecutive Desk Diary shows a week at a 
time, for 14 months. From Executive 
Desk Diary Ltd., book also has reference 
section. 


orders. It makes sense, however, 
that the more complicated the or- 
der the more time required. As in 
any other printing, bad quality or 
high costs can be a rush order 
penalty. 

Much of this timing, however, de- 
pends on your own distribution 
plans. Many users want their ap- 
pointment calendars delivered as 
early as November. Still others feel 
they want theirs delivered January 
2nd. It’s a matter of choice, but it 
all hinges around the one question- 
able factor concerning appointment 
calendars. 


> As in regular calendars, the ap- 
pointment calendar’s success de- 
pends upon one factor and one fac- 
tor alone. Will it get used or will it 
be discarded? This is why there are 
varying opinions on the right timing 
for distribution. Some feel that if 
the calendar makes the grade in the 
beginning, it will stay up on the 
wall or on the desk. Others feel the 
newer item takes precedence over 
the old if it has some novelty to 
offer. It is a moot point but certain- 
ly stresses the need for careful 
planning. 


> It is impossible to pinpoint prices 
because of the variety which this 
field offers in types, formats, color 
printing, binding, etc. Almost, one 
could say an appointment calendar 
— taking in all three types can cost 
less than 10¢ or more than $30, to 
use extremes in both ends of the 
price range. 

Better to decide on your market 


One or more insert pages can be distrib- 
uted in the calendar pad. 


A little imagination makes the desk calendar one of the hardest 
working advertising media ever devised. Insert pages, like those 
illustrated, transform a simple “‘reminder advertising’’ medium into 


a powerful selling tool. No waste circulation ...every reader of your 


ad is a customer you want to hold, or a customer you want to get. 


Write for “WORK WONDERS”, 
a story about imagination in 


desk calendar advertising. 


America’s foremost desk calendar 


aha mie, eme ea OL ehes OLR elit DemGer 


st a ee ae ee ee Be ae eg ee, ee NEW J €2835 € V¥ 
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how to keep 


customers 
sold on you! 


Management men who've used it 
call the ‘Personal Memorandum” 
their best work organizer. Imprint 
your message on this beautiful 
month-at-a-glance planner. It's 
used every day...your message is 
repeated...right where you want it. 


Handsomely bound, portable, per- 
sonal...ask about it! Call or write. 


SHAW-BARTON 


GERLACH-BARKLOW 
Calendar and Specialty 

SALES OFFICES IN PRINCIPAL CITIES 
GENERAL OFFICES AND PLANT. COSHOCTON. OHIO 


Soles opportunities open for quoli- 
fied men in selected oreas — inquire. 





WEEKLY 
‘appointment” 
PLANNER 


High quality Kromkote cover with ample 
spaces for your advertising copy. Daily 
boxed sheets for full years use. Can be 
distributed anytime as recipient dates his 
own sheets and can stort using upon 
receipt. Right size for pocket or purse 
wire coil bound 
PRICE LIST 
100 500 1000 
21¢ ea. 19¢ ec. 18¢ ec. 


Oscar Scheldrup Company 
217 N. DesPlaines St. Chicago 6, Ill. 
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first, then find out what you can 
get in the price budget you can af- 
ford. Remember most suppliers 
either already have a special format 
for your kind of business or your 
customers’ type of business or they 
have the staff who can create one 
just right for you. 


>» Who Makes Appointment Calen- 
dars? That’s a tricky question. Prac- 
tically anyone can. Certainly any 
printer can. You or I can if we go 
to a printer. The calendar is no 
secret and everybody knows how to 


For Your Files... 


Three Top Manufac- 
turers Offer Premium 
Catalogs 


Three new catalogs of merchan- 
dise available for premium use have 
been released by the manufacturers. 


Decoware A complete line of 


Line glassware available 
with advertising or 
personalized imprint is illustrated in 
the Decoware catalog. Glasses range 
from tumblers to stemware to stack 
units. Also illustrated are several 
styles of promotional ashtrays and 
coffee-break accessories. 
- for more details circle 1225, page 113. 


Cafeteria Courting-Chinese Style 


put one together. Certainly, some 
interesting examples of appointment 
calendars, produced by individual 
companies, have come across the 
A&SP desks. 

However, when you choose a 
supplier specializing in producing 
appointment calendars, you are 
buying more than the item. You are 
buying experience, design talent, 
printing facilities, distribution serv- 
ices and sales experience. We would 
strongly advise it for the easiest 
entry into an interesting sales pro- 
motion area. 44 


Mainline Advertising spe- 
Gifts cialties and execu- 

tive gifts from 
Mainline are illustrated in a color 
catalog. Included in the line are ex- 
ecutive tool kits, automobile acces- 
sories, desk and sewing items, flex- 
ible tape steel rules, and fire ex- 
tinguishers. 


- for more details circle 1226, page 113. 


Eastman Premium cameras 
Kodak and outfits from 

Kodak are illus- 
trated in this comprehensive cata- 
log. Merchandise ranges from the 
self-liquidating “Brownie Bullet to 
a deluxe Kodak Pageant sound pro- 
jector. The back inside cover gives 


Honorable Philadelphia National Bank lures 
Philadelphia Nabisco employes into establishment with free salary-check cashing 
service offer made in heart of Chinese Fortune Cookie. Cookies were distributed in 
Nabisco’s cafeteria during latter part of August, a time known as ” 


Days of the Dog.”’ 





NEW Sx ware 


UCR ala 


a mal toda) 


WU itv Ni ie 
GOODWILL 
MINIMUM ORDER 100 
@& ORCHAWAIL ' 

ORCHIDS OF HAWAII, INC. 


305 7th Ave, N.Y. 1, NY. + OR 5-6500 
Branches 


* 469 E. Ohio St., Chicago 11, Ill. + Tel: 467-5765 
* 24421 Narbonne Av., Lomita (LA), Cal. »DA 5.0381 


DE type Louse 
cones in seconds witheut water. Se 


EcaLs 


no 
carling in st storage. MADE TO YOUR T SPBCiri. 


-letteri 


, numbers, your 
Sand now for FRE 


trademark. 
SAMPL ES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichita! Kansas 


Here’s a package deal that’s 
fit to be tied and wrapped 
for economy! Combine your 
insertions in any two — or 
three — of these publica- 
tions. 


e Advertising & 
Sales Promotion 
@ Industrial Marketing 
© Advertising Age 
issued by 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 


maximum economy. 


Advertising & 
SB Sales Promotion 


200 FE. Illinois St. « Chicago 11, Ill. 


some details on Kodak’s program to 
aid customers in setting up a pre- 
mium campaign. 

- for more details circle 1227, page 113. 


Mistaken Address 


Gries Reproducer Corp., whose new 
miniature tool. kit was described in 
ovr October issue, page 102, was 
inadvertently given the wrong ad- 
dress. It should have been 400 Beech- 
wood Av., New Rochelle, N. Y. 


Trading Stamp Dispenser 
Eliminates Handling 


A machine designed to eliminate 
the hand-processing of trading 
stamps by retail employes at the 
point-of-purchase has been intro- 
duced by the Glen-Welton Ma- 
chinery Corp. 

The Gallus trading stamp dis- 
penser delivers stamps up to any 
desired value quickly and accurate- 
ly. It is equipped with a lock to 
prevent unauthorized use or theft 
of the stamps and is available in 
several sizes and for various stamp- 
denominations to suit customer re- 
quirements. A numbering device 
which indicates at the end of the 
day the exact number of stamps is- 
sued is also available as optional 
equipment on the dispenser. 

Complete information can be ob- 
tained from Glen-Welton Machin- 
ery Corp., 18 E. 41st St., New York 
ri. 44 


“Bis se Ga 


Junior Business Premium . . 

sist to the potential leaders of tomor- 
row’s industry is given by Libby Mc- 
Neil & Libby’s ice-cold drink stand. 
It can be obtained for $2 with labels 
from any Libby’s juice or drink prod- 
uct. Stand is produced by the Schmidt 
Lithograph Co., San Francisco. 


it out en iX\.can be Been, recog- 
nized and remgmbered. Do it sim- 
ply, dramatidally—and at an 
amazingly low dost — with Faultless 
advertising balfoons, sponge balls, 
inflated balls and paddle balls. 


Ideal for hundreds of 
sales promotion uses... 
for premiums and give- 
aways...any and every 
day of the year. 


For more information, inn ANp 


write today to: Re Pe, 


7° 
THE FAULTLESS RUBBER COMPANY 
Ashland, Ohio 


ASSISTANT TO 
ADVERTISING 
DIRECTOR 


MAIL-ORDER AND/OR 
DIRECT MAIL BACKGROUND 
DESIRABLE 


Nationally-known mail order company, 
biggest in its field and still growing. 
needs an assistant to its Director of 
Advertising. We want a man with ex- 
perience, imagination and know-how, 
who has already proven that he can 
conceive ideas and follow through on 
their execution. Our man must have a 
keen analytical mind, be at home with 
figures, and be a self-starter. 

SALARY OPEN— 

MANY OTHER BENEFITS 

Submit resume, including current and 


past earnings, in complete confidence 
to: 


Box 55, c/o Advertising & Sales 
Promotion, 630 Third Ave., N.Y. 17, N.Y. 


WANTE Dic FOR ALL USERS OF DECALS 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without water in any weather. Best indoor, out- 
door emblems. More economical. Write for samples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 
———L——K——————— NT 
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Premiums are 


More Important 


Every Year 


In today’s rapidiy-changing market 


premiums will be called upon to ¢ 


a greater merchandising job, says 


n premium usé 


By William P. Dunham 
President 
Premium Advertising Assn. of America 


We are on the threshold of a new 
and greater era for the premium 
industry, primarily because of the 
changes that have occurred in re- 
cent years as to what is involved in 
successful marketing of a product 
today. The scope, distinctiveness 
and flexibility needed today is 
greater than ever. The time is ripe 
for broadening our perspective to 
encompass a wider segment of mar- 
keting . for considering the 
greater use of premium incentive 
advertising and merchandising to 
fill the gap in other types of promo- 
tional programs that have lost much 
of their steam lately. There is no 
reason why incentive premium pro- 
motions should not assume a great- 
er role and be effectively employed 
in the fulfillment of additional mar- 
keting objectives. 

This is not going to come about, 
however, just by wishful thinking. 
It is going to involve a special effort 
by all of us. We can build a new 
horizon for premium incentive ad- 
vertising and merchandising which 
will be a healthy stimulant for new 
business to both users and sellers; 
but, at the same time, let us build 
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on a solid foundation by getting 
our own present horizon in good or- 
der. Most of the industry’s prob- 
lems can be traced to a lack of un- 
derstanding of how detrimental to 
all of us some problems and poor 
practices can be and I hope we can 
be of service in tackling these situ- 
ations that from time to time give 
us a black eye. 

You are all familiar with the four 
principal sins to avoid in this indus- 
try: 


1. Overselling the premium; 


2. Causing a delay in the consumer 
receiving the premium; 


3. Downgrading the quality of the 
premium; 


4. Employing a premium under the 
wrong circumstances to do the 
wrong job. 


Consistent effort to eliminate these 
four sins will provide this industry 
with the most rewarding possible 
good public relation benefits and 
greatly strengthen the respect and 
stature of our industry in the mar- 
keting world. 


> To the same extent what retards 
our growth most of all is the lack of 
a sufficient grasp of the potentiali- 
ties of premium incentives today by 
some people in business who might 
find that, given adequate considera- 
tion, premium incentives will prove 
most productive in meeting a wide 
range of specific objectives. 
Perhaps we have been remiss in 
not being fully cognizant ourselves 
that this business function we speak 
of loosely as premium advertising 
and merchandising has a greater 


capability for meeting more mar- 
keting objectives than it has been 
generally given credit for. 

In building a new horizon, let’s 
not overlook the fact that on occa- 
sions we have been guilty in over- 
selling the virtues of premium in- 
centives under some circumstances. 
A product with a serious packaging 
defect is not likely to solve its 
downward sales curve for long with 
a premium promotion, nor is a 
product with inferior qualities nor 
one overly priced. We only damage 
the company involved and bring 
discredit to our industry when we 
recommend a premium promotion 
as a solution in such situations. 

Premiums should not be thought 
of as a panacea for any marketing 
problem that comes along. When 
we inflate the results that can be 
expected from premium promo- 
tions, we do ourselves a major in- 
justice. We do not expect a coupon 
mailing, a 10¢ off offer, or a spec- 
tacular display bin to carry a prod- 
uct alone without good creative 
franchise-building advertising be- 
hind it. 

Nor should we or anyone else 
expect premiums alone to do the 
job. If this technique will be kept in 
the proper perspective and given 
consideration as a sound marketing 
device to be used in tackling certain 
specific objectives, then there will 
be great satisfaction from the re- 
sults that can be achieved and we 


This article is based on a speech made be- 
fore the Premium Advertising Conference 
in New York, shortly after Mr. Dunham 
left his position as Product Group Man- 
ager, General Foods Corp., to join PAAA. 





In All Ways . 


ree. 


. . Four nationally-distributed products promote premiums in four differ- 


ent ways: the product in the premium, the premium pictured on the product, coupon 
with a selected premium, and the premium attached to the product. 


will see a new horizon emerge. It 
will be one of my principal objec- 
tives, therefore, to encourage busi- 
nesses to give premium incentive 
advertising and merchandising more 
careful consideration in the de- 
velopment of their marketing pro- 
grams. 


> It is not my intention to review 
with you all the conventional ob- 
jectives and usages where premium 
incentives are employed. Such us- 
ages are well established, though 
they should receive our continued 
efforts to come up with more cre- 
ative and distinctive techniques for 
accomplishing such objectives with 
self-liquidating premiums, package 
inserts, premium coupon plans, 
dealer premiums, contest prizes and 
salesmen’s prize incentives, etc. I 
do, however, want to discuss with 
you widening the horizon in the 
scope and usage of such premiums 
by examining a number of market- 
ing situations and objectives where 
premiums are not frequently em- 
ployed but where today they may 
provide your brand with an excel- 
lent major assist in accomplishing 
certain jobs. After all, everyone in 
marketing should be principally in- 
terested in building toward greater 
sustained profits for his company’s 
products. If there is another way 
to help get there faster, why over- 
look it? 

There is no doubt that there ex- 
ists today a gap in the amount of 
permissible in-store merchandising 
that can be used. If volume is to be 
maintained, this gap needs to be 
filled. There was a time when your 
product could rely on in-store mer- 


chandising for that final pitch at the 
point-of-sale to help clinch a sale. 
Today, in most stores, you cannot 
rely on getting in this final lick with 
the consumer through the use of 
eye-catching point-of-sale display 
material. It is becoming increasing- 
ly difficult to obtain approval from 
most supermarkets to carry out 
such merchandising support. A 
substitute is needed to “flag down” 
the consumer now that shelf-talk- 
ers, banners and stack cards are so 
often taboo. 

There is a solution to this grow- 
ing gap through one of the many 
accepted forms of consumer premi- 
um promotions promoted right at 
the point-of-sale on or with your 
package. These, when effectively 
used, will minimize brand substitu- 
tion, help maintain continuity of 
purchase, increase unit of sale, help 
sample a new product and offset 
price competition. Ideally, the pre- 
mium offer whether it be self- 
liquidating, package insert or out- 
sert, factory pack, or premium prize 
coupon offer, etc., should be pro- 
moted right on your package. That 
way they not only draw special at- 
tention to your product through the 
offer of something extra for the 
consumer, but give that often 
needed final impulse in clinching a 
sale. 


> Here is still another way of ex- 
tending our premium incentive hor- 
izon where a good solid premium 
promotion can be very fruitful from 
time to time. Recently in an inter- 
view among housewives the ques- 
tion was asked: “What is the best 
known food product in the grocery 


store today?” Several ladies face- 
tiously answered: “A product called 
‘10¢ off.” If ever there had been a 
merchandising device that had been 
overworked, it is the “10¢ off” pro- 
motion. 

Granted it has a certain magic 
with some type of products like 
coffee and can be effectively used 
quite frequently. This does not mean 
that it has not been thoroughly 
worked to death by many brands; it 
is not only a worn-out promotion, 
but, believe me, a very expensive 
type of consumer deal for most 
products today when they have had 
to jump to 10¢ off and higher. This 
virtually cuts your price $1.20 a 
dozen. 

I have had personal experience 
where we tried a complete change 
of pace away from “off label” by 
offering a much-wanted self-liqui- 
dating premium for one product and 
a free package insert premium for 
another and promoted both offers 
right on the package in the exact 
bull’s eye space we formerly used 
for a “10¢ off” label. 

The results were excellent and on 
one other occasion when a principal 
competitor had a cents-off deal run- 
ning simultaneously, we managed 
to overcome the price differential 
with a premium offer and even 
achieved a healthy gain in share of 
market during this exact same pe- 
riod at, I might add, a considerable 
saving in cost. 
> The huge contest field offers us 
another great potential for broad- 
ening the premium horizon. Are 
you aware that while the trend has 
been good on the number of con- 
tests being launched, merchandise 
as prizes has dropped to only 20% 
of the total major prize category? 
Vacations alone have jumped to 
28% of the total and cash to 24%. 

It is a well-known fact that an 
intriguing merchandise contest 
prize will always be a strong force 


In-Pack Premium A large area of 
the package is devoted to showing the 


premium which is packed inside 
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HAVE YOU A 
SALES PROMOTION 
PROBLEM? 


Case Histories of Successful 
Sales Promotion Pieces! Learn 
how some of America’s largest com- 
panies solved their sales promotion 
problems through the use of Prentice- 
Hall’s Special Publications. Hand 
tailored to stand on their own, or to 
fit into larger campaigns, booklets 
by the Special Publications Division 
can help YOU with your sales pro- 
motion problems. 


For your FREE copy, write: 


PRENTICE-HALL 


Special Publications Division 


Department ASP, Englewood Cliffs, N. J 
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in pulling in a large number of en- 
trants in a contest. The recent Col- 
gate Health and Beauty Contest 
capitalized on this by selecting 
awards to stimulate the whole fam- 
ily into action. They had drill kits 
for Dad, I believe, roller skates and 
bikes for the kids and an assortment 
of exciting kitchen appliances for 
Mom. The current Alumi Glo con- 
test hits on all prize fronts for ex- 
citement — a Dodge Dart filled with 
$10,000, 400 dining furniture sets, 
400 power mowers, 5,000 electric 
juicers and 3,000 17-jewel watches. 
Please note this contest is promoted 
on the package. 

I am sure that if we use more ex- 
citement in the entry qualifications, 
keep the rules streamlined, and 
show a little more ingenuity in the 
prize awards, contests would be- 
come more productive to the user 
and, in turn, the premium seller 
will share in the benefits from in- 
creased usage of merchandise as 
prizes. Let’s set a goal of pushing 
merchandise prizes up to at least 
30% of contest awards this year. 


> Here is still another fertile field 
for broadening our horizons. Man- 
ufacturers are rightly prone to 
groan over the heavy use and high 
cost of trade deals, but there is 
little likelihood in this extreme 
competitive era of getting away 
from this type of merchandising in 
the near future. There is no reason, 
however, why many products have 
to stay in a rut of paying out 25¢ 
and 50¢ a case, just to match com- 
petition. 

Of course, if your sole objective 
is just to drive the price down for a 
weekend special, then probably a 
cash trade deal will continue to do 
the best job. However, if you have 
as an objective acquiring the maxi- 
mum number of mass selling dis- 
plays, or want to step up trade vol- 
ume purchases, or secure advertis- 
ing tie-ins with the store’s weekly 
ad, I can assure you from personal 
knowledge these things can be ac- 
complished for many products with 
great success through dealer pre- 
mium prize merchandise offers as 
an alternative to the time-worn 
trade cash deal at less cost. 

I have even seen price features 
result from merchandise dealer pre- 
miums. If the trade promotion is of 
a very short duration, the selection 
of only a few dealer merchandise 
premiums is recommended. How- 
ever, if the offer is open for a 30- 
to 60-day period, this presents an 
excellent opportunity for utilizing a 
premium prize point program 
whereby the trade can accumulate 


SA 


No More 10c Off .. . In a product line 
plagued by price cuts, at least one 
brand is holding its own with a self- 
liquidating premium, 
on the package itself. 


featured heavily 


a large number of points and select 
a variety of prizes from a personal- 
ized prize catalog. 

We operated such a promotion on 
a product for a full quarter and had 
the satisfaction of bringing in the 
largest volume in the product’s his- 
tory and reaching a new high share 
of market during the corresponding 
period. For those who are still skep- 
tical, let me assure you that in spite 
of the heavy trade buying, the fol- 
lowing quarter’s volume budget was 
also brought in. We give a good 
deal of credit for this to following 
up the merchandise prize trade deal 
with a major consumer contest that 
reduced stocks below the normal 
level. I should inject here that the 
contest awards were entirely mer- 
chandise prizes. 

So, while you may curse trade 
dealing because it is not consum- 
er-oriented in building a lasting 
franchise, you might as well face 
up to varying degrees of this activ- 
ity in your business for some time 
to come. Thus, it behooves you to 
explore various ways of getting 
more out of your trade deal invest- 
ments. I repectfully suggest you not 
overlook the merchandise dealer 
premium. If you come up with the 
right items and program, chains and 
independents alike will go for it en- 
thusiastically. 


> There are still numerous other 
areas I have not yet touched on 
where, in the marketing of many 
products, the usage of premiums 
can be effectively extended more 
frequently to enlarge our new hori- 
zon. You hear many discussions to- 
day in business on the results that 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and 

opaque enough for fine printing. Then Olin de- 
veloped a new concept in papers called Waylite. 
It’s a lightweight stock as opaque as many papers 
twice its weight, with extreme whiteness and 
great strength. Waylite gives you beautiful print- 


ing results in halftone or lirie, black and white, 
and color. It can cut your postage in half, and 
reduce the bulk and weight of your printed ma- 
terial. Ask your Olin fine paper merchant about 
Waylite or write to us. See it, and you’ll agree that 
it has turned one more sacred cow out to pasture. 


PACKAGING DIVISION QS in 


ECUSTA PAPER OPERATION 


S, PISGAH FOREST, N.C. 





WE MEET 
YOUR 
DEADLINES 
ee eh ae a) 
thousands 


specialty 
is mass 


plastic 
signs 


AS YOU 
TRAVEL 


3227 B STREET PHILADELPHIA 34 PA 


GArfield 56300 ] i i 


46 


* BABA - December 1961 


Prominent Premiums 
... Three examples of 
using major space on 
packages to tell 
about the premium. 


should be achieved from company 
salesmen’s incentive bonus plans 
and from jobber salesmen’s incen- 
tive bonus plans. 

While the method and type of 
payment is a most controversial 
subject, I have always had a strong 
conviction that merchandise pre- 
mium prize incentives in the long 
run make for a productive basis in 
getting better results from bonus 
plans than cash. Frequently I have 
seen evidence, where merchandise 
awards are used with a folder, of 
carefully selected prizes getting in- 
to the hands of the individual sales- 
man and his family. Invariably it 
incites a great interest and de- 
termination to acquire many of the 
fine merchandise prizes that are be- 
ing offered. This is then translated 
into extra effort in sales perform- 
ance. 

With premium prizes to shoot 
for, most salesmen will raise their 
sights very substantially in trying 
to achieve the maximum results 
and will not settle for less than 
earning the original prizes they had 
set out for. With the cash bonus 
you do not have quite the same 
degree of motivating pressure, since 
there has not been a predetermined 
desire for specific items that the 
salesman and his family wish to 
acquire. They invariably wait till 
the bonus check comes in and then 
decide what to buy. I urge you to 
give merchandise prizes a try if you 
have not done so, using them as 
awards for your sales force incen- 
tive plan. The results may well sur- 
prise you. 


> Please don’t interpret my remarks 
today as holding up the premium 
promotion as a panacea for all your 
marketing problems. I will continue 
to caution those who would indis- 
criminately make use of premiums. 
I do advocate and will maintain my 
efforts to try and bring the ca- 
pabilities of premium promotions 
into sharper focus so that they are 
given a fair consideration more 
often in different marketing situa- 
tions. I hope this will result in a 


new respect for the role premium 
incentive advertising and merchan- 
dising can play. 

I am very confident that if we do 
not abuse the premium promotion, 
that if we earnestly avoid the four 
big premium sins, and that if we 
seek a better perspective and un- 
derstanding from marketing people 
we will, with your resourcefulness 
and your cooperation, see a new 
bright horizon emerge for premium 
advertising and merchandising. 44 


Christmas Supplies 
Shown in Catalog 


Suits for Santa plus supplies such 
as Christmas stockings, shopping 
bags, surprise gift packs, Santa bal- 
loons, statuettes and helper badges 
are illustrated in a catalog folder 
from Organization Services Inc., De- 
troit. 

The Santa suits have optional 
beard and wig sets shown in the 
folder and also included are a wide 
selection of Christmas gift items for 
children through the eight-year-old 
group. 

Copies of the catalog are available 
from Organization Services Inc., 
8259 Livernois Av., Detroit 4. 44 


IN THE MARKETPLACE 


e Sun Visor Thermometer . . . An 
instrument which adjusts to fit all 
car visors with a thermostatic bi- 
metal coil movement mounted on a 
white-wall tire design pop-out dial. 
Stegeman Products Inc., 16 East 6th 
St., Newport, Ky. 


e Around-The-World-Calculator 
... A tiny calculator which tells the 
time in all of the cities listed, com- 
pared with time in the reader’s city. 
Ad imprint available in one or more 





colors on the back of the card. 
Prices are listed at 42¢ for lots of 
250 down to 1l1¢ in lots of 25,000. 
Marvic Advertising Corp., 861 
Manhattan Av., Brooklyn 22. 


e Key Lite ... A key chain and 
holder with a built-in light source 
called the world’s “smallest incan- 
descent lamp” — the Mite-T-Lite 
by Sylvania. Key Lite is shock re- 
sistant and the recessed button 
switch prevents accidental lighting 
in pocket, purse or case. Finish is in 
gold plate or silver; beam of light 
is short-range but bright for locat- 
ing keys or locks in the dark, etc. 
Realist Inc., N 93 W 16288 Megal 
Drive, Menomonee Falls, Wis. 


© Desk Memo File . .. A memo and 
appointment file bound in brown 
simulated leather. Opens to show 
50 pockets for holding reminder 
slips for names, tasks, etc. Entire 
week can be organized at one time 
with slips filed for proper day. Slips 
can be transferred to next day 
without recopying. Measures 1542 x 
12”; folds in half when not in use. 
Price, $4.95. Gallant Products Inc., 
257 Park Av., South, New York 10 


e Gold Ore Nuggets . . . Genuine 
“pay-dirt” right out of the gold 
mine. Assayed at $80 per ton. Ap- 
proximately 5” in size; prices, $45 
per M,-20 samples $1. Robert 
Waters, Fossils-Lepidoptera-Relics, 
27 Ridge Rd., Emerson, N.J. 


@e Dashboard Auto-Clock ... A 
magnetic clock designed to securely 
grip any steel surface, with a pivot 
arrangement which enables it to be 
faced in any direction. The “Swivel- 
head Magnaclock” is available in 
four models’ featuring 30-hour 
movements, with optional alarm. 
Contour molded hi-impact cases in 
silver, gold, red, blue, green, black, 
or white with matching or contrast- 
ing bases. Luminous hands and 
numerals; imported precision move- 
ments. Price, $7.95. Quantity prices 
available. Glass Laboratories Inc., 
863 65th St., Brooklyn 20. 


Now we need a real zinger of a prize 
or nobody will enter the contest. 


Reaction! We can almost count on it 
when new buyers of Fotosetter com- 
position receive their proofs. Letters 
and phone calls frequently express 
their pleasure with this method of 
composition. So sharp, so beautiful, 
etc. If you’re looking for a typographic 
thrill, try it... we feel you'll happily 
join the hundreds who are now en- 
joying the many benefits of Warwick 
Fotosetter Composition. Write today! 

FREE TYPE BOOK—Big Fotosetter 

cssqmsseessstse’ WARWICK TYPOGRAPHERS 

ter faces plus Headliner and Flex 


set samples. Write Dept. 207 today. 920 WASHINGTON AVE., ST.LOUIS 1,MO. 


Serving 43 states... overnight air delivery to your desk 


bebell « bebell i 


COLOR LABORATORIES 


GIANT COLORPRINTS *k 
& Transparencies 
any size, any style 


from art, transparencies & negatives 


film strips * 
master negs. & duplicate prints 


from art, transparencies & negatives 


full color, b. & w., diazo-color 
slides 


any size, any mount * 


from art, transparencies & negatives 


write, phone. wire 


ask for NEW oe 
Price List Wall Chart S-12 
OF COMPLETE PHOTO SERVICES 


WAtkins 44-8573 PSP NET Rey er ee aes peer eer rar a 


Cables: Labsbepbetl, N.¥. 
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Winning 


Even within a limit of 25c, Varig 
Airlines makes a name for itself 
with specialties. 


By P. K. Thomajan 


Varig, Brazil's pioneer airline, 
founded in 1927, holds the position 
of No. 1 airline in passengers carried 
between the United States and 
Brazil. 

Part of its phenomenal progress in 
the U. S. may be attributed to the 
enthusiastic acceptance accorded its 
Novelty of the Month production. 

Recipients are travel agents, who 
are responsible for most of the flight 
bookings. Each month they receive 
an inexpensive but useful item, that 
serves to keep the name — VARIG 
— before their attention. It is also a 
reminder that Varig is thinking of 
them. 


> According to an International Air 
Transport Assn. ruling, these “gifts” 
cannot exceed 25¢ in cost. This regu- 
lation was adopted to prevent travel 
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agents from being 
embarrassing gifts. 

Varig novelties are useful, amus- 
ing and response-provoking. Occa- 
sionally, agents request that they be 
mailed to their homes, for they often 
contain items of domestic interest. 
Typical pieces have been a combina- 
tion spoon-and-bottle opener, a sew- 
ing kit, a door jam, a fly swatter, an 
ice cream scoop, a thumb tack sav- 
er, a change holder, ice tongs, etc. 

Of the twelve items sent out each 
year, two of them are of a “mystery” 
type—that is, the recipient usually 
has to guess or better still, write in 
and inquire concerning its use. Typ- 
ical pieces of this nature were a 
champagne bottle opener and a lem- 
on squeezer—both of which had a 
more or less abstract form. 


lavished with 


> When this promotion was first 
launched—2,800 agents were cov- 
ered. Today, that list has been ex- 
panded to 5,000 names which makes 
for a saturation coverage of this 
field. 

Varig representatives, whenever 
they make new calls, find that these 
Novelties of the Month have pre- 


ceded them and have made friends, 
thereby assuring them a cordial 
welcome. Recipients who take a par- 
ticular fancy to a certain piece may 
always have extras, on request. 

A little “gift” card is enclosed 
with each mailing which carries 
some chatty friendly copy. Twice a 
year, those on the list get a card 
requesting such reactions as: Do 
you enjoy receiving these monthly 
novelties? Want to continue getting 
these monthly surprises? Any other 
comments? All this makes for more 
intimate relations. 


> Each year, some new slogan line is 
imprinted with company logo on 
novelties. These convey a basic per- 
tinent thought. In 1959 it was—New 
York to South America—The Pio- 
neer Airline of Brazil—Since 1927. 
In 1960 it was—Pure Jets to South 
America. In 1961 it is—707 Jets to 
South America. 

These various novelties are sup- 
plied by Brown & Bigelow. 1961 
marks the fifth year of Varig’s use 
of this promotion and from all indi- 
cations, it will be continued—by 
popular request! 44 





Typical Photo . 


Instant Photography 


for Publicity 


. . This still, processed in the camera, was used 


in a Montana paper. It shows S. G. Merryman, Northern- 
Pacific executive, pointing out the sights to Sen. Lee Metcalf 


Trying to keep up with a p.r. tour 
and still get pictures taken, pro 
cessed and to the editors, can be 
quite a chore, unless you 


on-the-spot camera 


By Robert M. Austin 


One of the primary barriers to 
obtaining local publicity for travel- 
ling civic and business groups has 
long been the difficulty of taking 
on-the-spot publicity photographs 
and having them ready for release 
before the tour moves on to the next 
stop. 

Even if the photographer accom- 
panying the group has darkroom fa- 
cilities available, this does not an- 
swer the problem. Leaving the 
group to process and print publicity 
stills means he is certain to miss 
some of the activities, thereby creat- 
ing gaps in his photo coverage of the 
tour. This type of arrangement often 
necessitates rush laboratory work 
and a wild dash to rejoin the fast- 
moving party at a location other 
than where the photos were made. 
And, of course, there always exists 
the possibility that he might miss 
connections and be left behind. 


> These are some of the problems 
which faced Harry O. Tutmark, chief 
photographer for the Timber and 


Western Lands Dept. of the North- 
ern Pacific Railway when he was 
called upon to accompany 30 repre- 
sentatives of business, industry and 
government who had been invited 
to make a special tour of the rail- 
way’s timber holdings in Montana. 

The purpose of the Northern Pa- 
cific’s forest and industry tour was 
to acquaint manufacturers, civic 
leaders and forestry specialists with 
the utility's work in forestry man- 
agement. During the three-day, 
500-mile bus trip, these men would 
be given a close look at the man- 
agement, harvesting and reforesta- 
tion work on the railway’s 1,450,000 
acres of timber lands in the state. 
In addition, Northern Pacific would 
take its guests to different locales to 
study logging procedures and ex- 
amine commercial operations which 
use timber from its lands. 

Escorting such a group through 
the state offered the railway an ex- 
cellent public relations vehicle for 
demonstrating not only the manner 
in which its timber lands are man- 
aged, but Northern Pacific’s con- 
tributions to the state’s economy as 
well. 


> Public relations activities were 
handled by John Willard, director of 
the Montana Railroad Assn., who 
accompanied the group and also 
wrote news releases tailored to the 
individual locales visited. To Mr. 
Tutmark fell the task of providing 
photographic coverage of: the entire 
trip and publicity photographs for 
local use. Knowing from experience 


that the tight tour schedule would 
make publicity stills impossible with 
conventional photography, he turned 
to Polaroid Land pictures. 

“It was readily apparent that un- 
less we could have our publicity 
stills ready almost immediately, our 
publicity stories would suffer be- 
cause they lacked photographs,” he 
explained. “This indicated the best 
approach would be to use a Polaroid 
camera which would give a finished 
print in just ten seconds.” 


> The procedure Mr. Tutmark set- 
tled on for obtaining complete 
photographic coverage and publicity 
stills called for a model 800 Polaroid 
camera and a 4x5 Speed Graphic. 
All on-the-spot publicity shots re- 
quired for distribution to local media 
would be made with the Polaroid. 
The press camera would be used for 
other photographic coverage of the 
tour and the negatives processed 
after returning to the office in Se- 
attle. If at any time Mr. Tutmark 
wanted to duplicate a Polaroid photo 
for his files, he could do so easily 
and quickly by using his 4x5 press 
camera. 


> Once the tour was under way, Mr. 
Tutmark found his Polaroid tech- 
nique was well-suited to publicity 
stills shot “on the road.” For news- 
papers which use Fairchild engrav- 
ings, a Polaroid photo proved ideal 
because it permits a 1:1 cut to be 
made. To facilitate the use of such 
prints for a two column engraving, 
he composed each shot so that it 
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could be cropped without impairing 
the picture. 

For newspapers using zinc en- 
gravings, either a 34%4x4%4” or 4x5” 
Polaroid print is suitable, Mr. Tut- 
mark noted, as it can be used “as 
is,” enlarged or reduced, depending 
on the editor’s preference. 


> In taking a publicity photograph, 
Mr. Tutmark first conferred with 
Mr. Willard to determine the best 
subject matter for newspapers in the 
area which the tour was visiting at 
the time. Taking his Polaroid cam- 
era, he then set up the photograph 
with the desired principals and 
background. In a matter of seconds 
after snapping the shutter, he had 
the finished photograph. 

“This is one of the great ad- 
vantages of the Polaroid on assign- 
ments like these,” Mr. Tutmark 
said. “It offers me an opportunity 
to check my work immediately and 
make certain I have exactly what is 
required. Most of the time I made 
one photograph, and finding it satis- 
factory, was able to check off an- 
other publicity photo assignment.” 

Mr. Willard then wrote the cut- 
lines for the picture and dispatched 
the completed news release to the 
local newspaper. The combination of 
spot news tailored to the local scene 
and timely pictures proved highly 
effective in publicizing the tour. The 
appeal of this “hot news” package to 
news editors is indicated by prac- 
tically 100% placement which re- 
sulted for both the news stories 
and the Polaroid photos, he added. 

“Every editor to whom we gave 
our material was not only apprecia- 


Wall Chart Tells Prices 
Of Photographic Products 


A wall-chart price-list covering 
photographic color prints, slides and 
transparencies has been prepared 
by Bebell & Bebell Color Labora- 
tories, New York. 

The reader can determine exact 
cost of a photographic product with 
the possible alternative techniques 
available and their prices. Other 
data available from the list are the 
relationship in the use of different 
kinds of originals to the final price, 
including costs of mounting, mask- 
ing, “rush” service, etc. 

The price list covers every kind 
and size of duplicate full-color, 
diazo-color and black and white 
slides; duplicate color transparen- 
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tive of its timeliness, but pleased 
with the Polaroid photographs. After 
noting their reaction and talking 
with them, I am firmly convinced 
that Polaroid photography is the 
ideal means of handling publicity 
stills on tours such as this if you 
want immediate results,” Mr. Tut- 
mark said. 


> Summarizing the advantages of 
this method of distributing public- 
ity stills, the Northern Pacific photo 
chief said that without the Polaroid 
camera it would have been impos- 
sible to place any photographs, be- 
cause of the time element involved. 
Furthermore, he said, the cost of the 
40 to 50 Polaroid publicity photos 
made during the tour was far below 
the cost of processing and printing a 
comparable number of conventional 
photographs—even if time permitted. 

“I can’t shoot, soup and print a 
picture for the cost of a Polaroid 
print,” Mr. Tutmark said. 

A recent development by the 
Polaroid Corp. which will un- 
doubtedly increase this publicity 
photo technique is a new film for 
use in 4x5 Polaroid film holders 
which produces a finished print and 
processed negative outside the dark- 
room in just 15 seconds time. Adapt- 
able for use with 4x5 press cameras, 
this new film makes it unnecessary 
for photographers to interrupt their 
shooting for processing or printing. 
Instead, they can have a finished 
print in a matter of seconds, as well 
as a permanent negative of each 
scene for printing additional photo- 
graphs by conventional methods at 
any time they are required. 44 


cies from 35 mm to giants; full color 
or black and white strip masters 
and duplicates; black and white 
negatives and prints or film posi- 
tives, full color prints and color 
stats; dye transfer prints; and clear 
acetate line “stats” in black, white, 
colors, or combinations thereof. 
Copies are available. 
- for more details circle 1201, page 113. 


Hollywood Photographer 
Issues Girlie Catalog 


A firm which has specialized in 
“glamour photograph,” that is, 
girls, is offering its file to A&SP 
readers in a catalog. 

The Studio of Adrian Le Bret, 
102642 N. Western Av., Hollywood, 


Cc rattint 


...New Member of The Craftint 
Self-Adhesive Film Family 


= Craftint — 


Introducing Craf-Tech, an ingenious work- 
saver for industrial illustrators. Craf-Tech 
gives you a choice of isometric drawings 
of industrial hardware — nuts, bolts, 
washers, screws—in cleanly detailed, 
mechanically correct form ready for cut- 
ting and burnishing down on drawings. 
Craf-Tech can save you hours of tedious 
detailing in industrial drawings, catalog 
work, instructions, “exploded” views, cut- 
aways, and wherever else the repeated 
drawing of these items occurs. 


See Craf-Tech at our Booth, 
No. 53, Visual Communications Congress, 
December 2, 3, 4, 5 in Los Angeles. 


Instant Posters With Craft-Color 


Every once in a while someone needs a 
poster in a hurry. If the subject is photo- 
graphic, any of the transparent Craft- 
Color sheets can be used to ‘“‘pop’”’ a 
detail and create a quick, finished poster. 
Simply blow your photograph or photo- 
stat up to size and burnish down a sheet 
of the selected Craft-Color. Then cut and 
strip out the area that you want to pop. 
Finish your poster with Craf-Tone for 
dramatic screen effect and Craf-Type as 
needed. For example, see techniques in 
ad opposite. 


New Trouble-Free Masking Film: 
Craftint’s Red-E-Strip 


Craftint introduces new convenience to 
the jobs of outlining and separating with 
its new Mylar-base masking film. A photo- 
graphically-opaque red emulsion coated 
on tough Mylar base permits easy view- 
ing of the art underneath. The dimension- 
ally-stable, photographically clear Mylar 
is so tough it resists even unusual pres- 
sure from the knife, protecting the art 
underneath. The film cuts beautifully 
and strips cleanly all in one piece. 


Don’t forget to ask your Craftint dealer 
about custom-service on special sym- 
bols, logotypes, title blocks, templates 
or alphabets on Craftint self-adhesive 
films. We can print them for you for a 
very nominal cost. 


The 


Cra tint 


MANUFACTURING COMPANY 


18501 Euclid Avenue - Cleveland 12, Ohio 
| SS RR Rae ME GAT SN 





DO | LIKE CRAFTINT TYPE-TONE-AND-COLOR FILMS “ 
MOST FOR SPEED OR PRINT-LIKE REALISM? : 


Answer: both. Whether the job is a comp-layout, or finished art, the Craftint self- 
adhesive film family — Craf-Type, Craf-Tone and Craft-Color — adds polish and realism 
without extra effort on your part. This extra dimension of ‘‘finish’’ lets everyone know 
in advance what the printed job will look like. Speed, too, in getting what you want for 
the job, because your art materials dealer carries more than 300 Craftint films — the 
only full line of type, tone and color films in the field. 


» 
Cra timt MANUFACTURING COMPANY ¢ CLEVELAND 12, OHIO 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 


Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


MAJOR PHOTO sl 


Commercial Photographers 


6-118 W. Obie St. * Chicago 10, Illinois 
Dept b-12 e Telephone: Michigan 2-5651 


8.95 Value for $i. 
Bargain introductory offer 


Clip Book” art saves 


Berry Volk Jr. Studio 


Pleasantville 1, New Jersey 


Cal., says that its pictures are ap- 
propriate for both editorial and ad- 
vertising use. 

The catalog is issued quarterly, 
$1 per issue or $3 per year. 44 


File Cabinet Has Large 
Trays for Filing Photos 


Andrew Technical Supply Co., 
1743 W. Rosehill Dr., Chicago 26, 
has announced that it is manufac- 
turing a new file companion cabinet 
with 10 “king size” trays suspended 
in the metal cabinet. 

Letters, catalogs, brochures, legal 
documents, orders, invoices, state- 
ments, photos, negatives etc., wait- 
ing to be filed can be accommodated 
in the trays. When filing is to begin, 
trays can be removed and placed 
on desk or table. 

The trays measure 1144x1414x3”. 
The cabinet measures 5214x14%x- 
1642”. The cabinet, priced at $69.50 
complete with ten trays, can be col- 
or-matched to existing files at extra 
cost, according to the company. ‘4¢ 


Storyboard Pad Offers 
Aid to TV Art Directors 


A storyboard pad with 21 small 
frames, enough for an average min- 
ute commercial plus space for ab- 
breviated audio and video notes, 
on one sheet, is being marketed by 
A. I. Friedman Inc., 25 W. 45 St., 
New York 36. 

According to the company, “the 
Videsign pad lets the television and 
film art director or artist think 
through a problem in rough thumb- 
nails before doing finished art. And 
it gives the television copywriter a 
chance to jot down visuals at a size 
he can manage.” 

The pads are sold at a price of $9 
per dozen with each pad containing 
50 sheets. 44 


WE PRODUCE 
“QUALITY GLOSSY 

‘= PRINTS... FROM 

ART, PHOTOGRAPHS, 
TRANSPARENCIES AND FILMS? 
ANY QUANTITY! 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTO. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 


ere Tay 


Exotic, unusual mailings 
of all types to tie-in with 
your special promotions. 


Free 24-page Catalog 
@ ORCHAWAII 
ORCHIDS OF HAWAII, INC. 
305 7th Ave, N.Y. 1, N.Y. + OR 56500 
Branches 


© 469 E. Ohio St., Chicago 11, Ill. + Tel.; 467-5765 
* 24333 Narbonne Av., Lomita (L.A.), Cal. +» DA 5-0381 


FOR QUALITY WORK ON 
® 


Whether you need waterless pressure-sensi- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P. O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 


TAD Film Lettering aT 
50: 


Order by name from 
specimen book sent 
PER WORD on receipt of 25c 


ORIGINAL FONT SIZE Mailings thruout USA 
FLEXO-LETTERING CO., INC. 
305 E. 46 ST. © N.Y. 17 © PL 3-4943 


COMPLETE PRINTING SERVICE 


LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
Phone HArrison 7-1811 


Universal Loose Leaf Mfg. Co. 
161 W. Harrison St. Chicago 5, Ill. 
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press printing ot LOW COST for 


=m PROJECTION nee is 
Ti a aie ds a aoa se ' oe 
= 


runs of 100 to 10,000. Reproduced 
from Ektochrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS, Free somples. 


Pe a | oa 


4603 SOUTH FIFTH ST MILWAUKEE 7 


Vil make a deal with you, Fenburger. 

1 won't tell you how to be office man- 

ager and you don't tell me how to 
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Out Of 


RANDALL PHILI 


Outdoor Signs 
direct the visitor to the development. 


Amusing drawings serve as silent 
salesmen, to tell visitors the fea- 
tures of new homes as they stroll 
through the models. 


By Ross L. Holman 


Some people do it with salesmen. 
Some do it with newspaper and 
radio advertising. Then again some 
may use the phone or direct mail. 
Randall Phillips Builders uses all 
these methods of wooing buyers to 
its subdivision homes, but its most 
effective pay-off is cartoons. 

The brand-new homes in each of 
its Nashville subdivisions are in 
“open house” formation at all times. 


FUTURE DEPT.- 
AL Thus Soace for Future 


. The cartoon treatment is used in signs that 
These are placed en 


f eM qd 
IPS 


Any prospect can walk right into 
any one of these homes any time, 
according to his convenience, and 
he gets a guided tour through it by 
clever cartoons hanging on the 
walls. Each of these cartoons directs 
his attention to some important fea- 
ture that might or might not be 
shown by a live salesman. 

For example, at the door entrance 
a cartoon says “All outside doors are 
weatherstripped to cut heating bill.” 
It shows a cartoon character lying 
down in the house enjoying perfect 
comfort. Another cartoon draws at- 
tention to the aluminum windows. 

Inside the house another cartoon 
draws attention to “Radiant Heat.” 
Another cartoon character is shown 
in a prostrate position displaying an 
attitude of supreme comfort. 


Tongue in Cheek . . . Light-hearted car- 
toons appear throughout the model 
houses, act as salesmen to point out 
features which the visitor might not 
notice 


BUILDERS 


route to the model home, as well as at its entrance. The same 
kind of art points out interior features that might be missed. 


mle 
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In the living room, the cartoon 
shows occupant lugging a heavy 
luxury chair to a spot in the room 
to which his wife is pointing and 
tells the home-viewing prospect, 
“Planned Wall Space for Variety in 
Furniture Arrangement.” 

A cartoon character in the kitch- 
en shows prospect “Nutone Clock 
and Chimes.” Another one points 
upward with this message, “Fluo- 
rescent Light over Double Sink.” 

Down in the roomy basement is a 
large lettered notice, “Future De- 
partment. All this Space for the 
Future.” The cartoon with this mes- 
sage shows a man and his wife day- 
dreaming about the need of more 
space as the family ceases being two 
people and becomes three, four and 
up. The daydream is illustrated by a 
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stork delivering a blessed event as 
happy couple speculates on it. 

The bathroom shows another 
character reaching up the wall with 
his hand to indicate “Four Feet of 
Ceramic Tile.” 


> Thus every important feature in 
which a home seeker might be in- 
terested is cartooned to his atten- 
tion. Randall Phillips believes the 
system impresses them on his mind 
better than any salesman, although 
it keeps a live salesman on the spot. 
The salesman also guides prospects 
through each home, but the car- 
toons help a great deal in his sales 
pitch. 

But even at that, the continuous 
open house and supplementary ad- 
vertising that get prospects to the 
subdivision in the first place, bring 
in far more home seekers than any 
salesman can handle. At any rate, 
many a prospect likes to inspect a 
home on his own in the quiet of his 
own leisure. 

This kind of guided tour intrigues 
his imagination considerably and 
helps to condition his mind for a 
sale when a representative connects 
up with him. 


> While the inside of each home is 


well splashed with cartoon indica- 
tors there are a few of them on the 
outside to help woo the prospect to 
the inside. At the entrance to the 
subdivision is an 8x10’ cartoon sign 
showing man, wife and child land- 
ing out of a space ship and heading 
toward R.P.’s “Out of this World 
Homes.” That’s the designation with 
which the firm promotes them. 

The road leading through the sub- 
division has signs in the shape of 
federal highway markers, each 
carrying a special R.P. message. One 
outside sign says, “Buy with Care. 
The Wife you Save may be your 
own.” Another shows a disheartened 
wolf which is unable to “huff and 
puff a house in,” because of its dura- 
ble construction. 

“This has proven to be an eco- 
nomical method of promotion,” says 
Mrs. G. A. Griffin, the R.P. secre- 
tary. “We know it pays off by the 
numerous inquiries and comments 
that come from this source.” 

To design the cartoons R.P. uses a 
free lance cartoonist who is pack- 
age-paid for each home for which 
he dreams up the appropriate car- 
toons. It is a promotion system that 
might conceivably work for many 
types of industrial and business en- 
terprises. 44 
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Your advertising program will be an exciting standout when 


VELVA-GLO FLUORESCENT PIGMENTED PRINTING INKS — for 
ad inserts, packages, displays. Available for offset, rotogra- 
vure, letterpress and flexography. 


VELVA-GLO SILK SCREEN INKS-—for all POP displays, transit cards, 


billboards. 


VELVA-GLO PAPERS AND CARDBOARDS — for shelf strips, labels, price 
tags, covers, bottle collars...wherever attracting the eye is a “must.” 


VELVA-GLO FABRICS — for outdoor banners and streamers. 
VELVA-GLO BULLETIN COLORS~—for signs, price tags, window displays, etc. 


Available in 9 colors: Cerise, chartreuse, red, orange-yellow, orange-red, 
green, orange, pink, and blue. Write now for color cards and technical 


bulletins. 


RADIANT COLOR COMPANY 


OAKLAND 7, CALIFORNIA * 830 Isabella Street * Gt 2-3249 
CHICAGO 10, ILLINOIS + 461 W. Erie Street + SU 7-4478 24A 
NEW YORK 1, NEW YORK + 249 W. 29th Street * LA 4.0587 


Mfrs. of fluorescent pigments, paints, papers, cardboards, inks, fabrics, plastics 
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New Contak Brochure 
Issued by Chart-Pak 


A six-page brochure on the Con- 
tak line of color tints and shading 
films has been prepared by Chart- 
Pak Inc., Leeds, Mass. 

Contak is printed on pressure- 
sensitive, heat-resistant Mylar film 
and is available in 132 patterns, in- 
cluding standard ben day screens, 
and 27 colors. Available for the first 
time are translucent white and 
black Contak sheets for use in mak- 
ing slide presentations. 

The brochure also describes the 
matte finish Mylar sheets which are 
printed on a special order basis. 
Called Matte Tak, the film has a flat 
finish which takes typing or writing 
with India ink, pencil or crayon. 

Copies of the brochure are avail- 
able. 


. « « for more details circle 1202, page 113. 


Transparent Portfolio 
Carries Drafting Aids 


A portfolio that holds five drawing 
and drafting instruments, a drafting 
pad, and a pencil has been an- 
nounced by the C-Thru Ruler Co., 
827 Windsor St., Hartford, Conn. 

It is called the C-Thru PDQ 
(Plastic Drafting Quality) Portfolio. 
It contains transparent plastic pock- 
ets to hold the instruments which 
include a 30/60 degree triangle, a 
45/90 degree triangle, a laminated 
protractor, a French Curve, and a 
12 inch calibrated t-square with 
inch and millimeter scales. One 
pocket can hold a drawing or trac- 
ing pad, 9x12”, in place of a drafting 
pad. 

The PDQ Portfolio measures ap- 
proximately 19x13%%” when 
and 942x13%” when closed. 

Retail price is announced as $3.50. 

44 
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Booklet Tells Uses 
Of Acetate Proofs 


A booklet on “How to Use Ace- 
tate Proofs’ has been issued by 
Service Composition, Camden, N. J. 

Described as a useful reference 
for technical artists, draftsmen, map 
makers, advertising artists and 
other graphic arts personnel, the 
booklet gives instructions on how to 
cut the proofs and how to lay, burn- 
ish, remove or prepare them for 
printing, microfilming or other re- 
production. 

Copies are available. 

. « for more details circle 1203, page 113. 
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How to 
edesign 
a Catalog 


Redesign is more than 
prettying up a page; 
it requires a study 

of the function and of 
how the task is 

being accomplished. 


By Charles J. Stateler 
Advertising Manager 
A. J. Nystrom & Co. 
Chicago 
“Your catalog,” he said, “must 
have the same interest, impact and 
lucid communication, through its 
design, that the maps, globes, charts 
and models have which you produce 
for education in schools.” Since his 
logic was indisputable, these words 
of our consultant graphic designer 
launched us on an interesting and 
rewarding program of good design. 
Not only did we come up with an 
outstanding catalog, but we also now 
have a new trademark design, new 
stationery, and a whole new con- 
cept and understanding of design in 
everything we do. 

Like many old and well estab- 
lished companies, we had always 
“made” our own catalog. Through 
the years, of course, it had been im- 
proved constantly, and recently we 
had it converted from letterpress to 
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lithography. This proved to be a 
major step in the right direction— 
quality of reproduction had reached 
a new peak. But we were not yet 
really satisfied. 

Our company was progressing 
rapidly in many directions. The edi- 
torial department was continuously 
producing newer and better mate- 
rials; the sales department was get- 
ting these much needed materials 
into the school classrooms at an in- 
creasingly faster rate; office pro- 
cedures and equipment were being 
modernized; factory operations were 
being studied and new machines en- 
gineered to improve efficiency and 
productivity; and we were about to 
move our office and editorial staffs 
into a beautiful new building with 
completely new furnishings. 


> And the catalog? It was evident 
that the time had come to rebuild it 
completely, also. It became neces- 
sary to take a critical look—to ana- 
lyze the catalog’s good points and its 


shortcomings. This “self-analysis” 
clearly indicated the direction we 
had to follow . we needed the 
services of a qualified graphic de- 
signer! We needed the perspective 
and experience of a specialist .. . 
one who would recognize and read- 
ily understand our needs, and one 
who would work closely with us in 
reaching a solution. After carefully 
screening several highly recom- 
mended designers, we decided to 
call in Burton Cherry of Burton 
Cherry & Associates. 

An exploratory meeting satisfied 
us that we were on the right track, 
and we asked Mr. Cherry to make a 
preliminary study of our current 
catalog and give us the benefit of his 
thinking. What we learned from his 
report follows. 


> The function of a well designed 
catalog is to facilitate product se- 
lection by providing the user with 
an information tool adapted to his 
natural pattern of inquiry. The 
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MAIL CAMPAIGN 
PROPERLY — REACH 
INDIVIDUALS, NOT 
TITLES OR 
FUNCTIONS! 


Titles vary from com- 
pany to company. 
When you mail to a 
company name with a 
title line, the possibil- 
ity of reaching the 
right individual is re- 
mote. 


Besides that, national 
surveys show that at 
least five manage- 
ment and operating 
executives are in- 
volved in major indus- 
trial purchases. Reach- 
ing and convincing 
every one of these im- 
portant individuals, at 
the same time, speeds 
up a sales decision! 


That's why McGraw- 
Hill's specialized in- 
dustrial mailing lists 
are built to contain the 
names of all key men 
in the companies you 
want to reach and sell. 


For complete information, write to: 


McGRAW-HILL 

Mem Nel 
330 WEST 42nd STREET 
Pa 00) a Te Ae A 
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function of the catalog designer, 
therefore, is to simplify a complex 
body of product information into a 
logical information sequence— 
through organizational flow, empha- 
sized and clarified by visual means. 
This simplification and graphic or- 
ganization of the catalog as an in- 
formation tool make for brevity of 
space requirement and save time 
and effort on the part of the user. 

All the material in the present 
catalog should be evaluated on the 
basis of a totally new concept of or- 
ganization to give more factual in- 
formation through the employment 
of new design techniques. Text and 
illustrations should be planned as an 
integrated unit on the page, fusing 
the information into controlled or- 
der and sequence which guide the 
eye and efficiently communicate the 
message. 


New Cover & New Trademark . . . Both 
new designs introduced a simplicity that 
was almost stark, but eye-catching. 


Under the circumstances, there 
could be no short-cuts; there were 
no interim steps that could be taken 
to ease the burden or lessen the 
work to be done. But, with profes- 
sional planning, costs could be con- 
trolled and economical techniques 
employed and the resulting 
catalog could be a functional and 
spectacular presentation. 


> A new design format could be es- 
tablished with a four-page section 
of the catalog. This new design con- 
cept could then be evaluated in 
terms of our own merchandising 
and selling practices. This compre- 
hensive study would also provide a 
basis for making accurate time and 
cost estimates for the production of 
a totally new and graphically inter- 
esting catalog. 

So far, so good. This sounded ex- 





Old Designs . . . The old trademark was 
hard to adapt in size or use, and was as 


fussy as the cover, with its assorted 
styles. 


actly like what we wanted. Mr. 
Cherry was instructed to proceed 
with the development of the design 
concept following the principles out- 
lined in his report. 


> Before he and his staff could make 
a single layout, they had to work 
their way through the entire 1960 
edition of the catalog, analyzing, 
making notes of the good and bad 
features, reorganizing the material 
and planning. This detailed study 
resulted in a complete organiza- 
tional dummy which indicated clear- 
ly the material which would occupy 
each page. It also proved that the 
material would require 80 pages in- 
stead of the 56 pages we had former- 
ly given it. They had divided the 
material into four major sections- 

maps, globes, charts and models— 
each beginning with its own title 


Organized Space . . . The opening spread 
of the newly-designed catalog used 
white space and blocks of type and 
color to carry a lot of information with- 
out being crowded. 


page which separated it from the 
other sections. 

This organizational plan was de- 
veloped into visual form to establish 
the new design format. Experimen- 
tal layouts were made and firmed up 
as individual problems were tackled 
and solved. These problems included 
the selection of typefaces for head- 
ings, text and captions; the use of 
the four process colors in the most 
effective way; the handling of illus- 
trations to give them maximum 
clarity and to translate to the read- 
er the quality of the educational 
materials available in our line. 

With this clearly formulated and 
comprehensive visual plan for the 
catalog, it was then possible to pre- 
pare accurate estimates for all 
phases of its production—design, 
finished art, photography, composi- 
tion, platemaking, paper and print- 
ing. A total budget was presented 
to management and approved. We 
were ready to begin work in earnest 
to meet our deadline for the new 
catalog. 


> The basic design format deter- 
mined the pattern that was followed 
throughout the catalog. Each pair of 
facing pages was treated as a single 
visual unit. Type, illustrations and 
color were organized to give factual, 
concise information easily and sim- 
ply. Duplication of material was 
avoided by the use of reference 
notes concerning related education- 
al materials. Production costs were 
anticipated and controlled by the 
adoption of economical techniques 
without sacrificing the prime objec- 
tive. 

As Mr. Cherry pointed out in the 
beginning, there were no short-cuts. 


CHARCOAL 


PASTEL 


WASHES 


LAMINATED TO A FINE BOARD 
The new rich textured board. In 
white... mist gray ...moss point 
green... 


CHARKO 


& QUALITY CHARCOAL PAPER 


See your dealer for samples or 
write: 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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Every bit of copy was scrutinized 
and reworked with the most careful 
attention to the smallest detail. 
Every copywriter who has seen his 
words displayed in handsome graphic 
style knows that such usually mun- 
dane things as punctuation and con- 
sistency of terminology become mag- 
nified in importance. 

Although the design pattern was 
established at the outset, each page 
and each kind of material presented 
its own unique problem—and many 
of them resisted easy solution. De- 
signers and writers worked closely 
together in team-like harmony, each 
contributing much to the other. 
Compromises were grudgingly made 
and then only if they did not affect 
adversely the total concept. 


> Generally, offset positives were 
picked up from the old catalog... 
when dealing with four-color re- 
production, this becomes an eco- 
nomic necessity. Even then, im- 
provements were made in their use. 
For instance, full-color maps and 
charts were surrounded by blue- 
black borders—made with 75% 
screens of both the blue and the 
black. We decided to lay a 124% 
screen of blue over the white areas 
of the maps and charts to indicate 


the paper background of the origi- 
nals. This softened the total effect 
but did not reduce the brilliance of 
the colors in the illustrations. The 
blue-black borders gave a quality 
of richness to the reproductions that 
approached the originals in fidelity. 

Throughout the map and chart 
sections, the major illustrations and 
identification headings occupied 
right-hand pages. The left-hand 
pages carried all the text and price 
information. These essentially black 
and white pages were relieved by 
the use of red for headings, blue for 
light-face rules and informational 
lead-ins, and heavy black rules 
around the price tables. Color was 
used generously but always to guide 
the eye and make reading easier 
and simpler. 

Each section was handled in much 
the same style. Variations occurred 
according to the kind of material; 
however, typographic and design 
principles established by the basic 
plan were never violated, giving the 
entire catalog a unity of design and 
richness of color which make it un- 
questionably the finest catalog we 
have ever produced. 

In addition, two important pro- 
duction ‘factors resulted from the 
careful planning and _ professional 
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execution of the work. The catalog 
was published on time and was pro- 
duced within the budget. 


> Another end-result we were not 
fully prepared for was the enthusi- 
astic response from our sales repre- 
sentatives when they received copies 
of the new catalog. The following 
are typical reactions: 


“The new catalogs have arrived. 
They are superb. I am overwhelmed. 
I recall that you told me we would 
be most pleased with them, but the 
reality surpasses anything that I 
could have imagined. You have done 
a wonderful job. This book will be a 
joy to work with and a pride to 
hand out. It will surely be a power- 
ful selling tool. I can hardly wait to 
get them into the hands of the 
schoolmen.” 


“Please convey my congratulations, 
enthusiasm and appreciation to 
everyone who helped develop this 
new catalog. In all sincerity I say 
that it is a flawless masterpiece. You 
have achieved a major breakthrough 
in the publishing industry. This will 
give every salesman new impetus to 
tell the Nystrom story. Indeed, you 
have already told it pictorially; the 
salesman need only turn the pages!” 


> Even more gratifying are the nu- 
merous compliments received from 
teachers, principals and other edu- 
cators throughout the country who 
refer to our catalog in selecting ma- 
terials for instruction. They are the 
ultimate users of the catalog, and 
they are the ones for whom it was 
designed. 

Needless to say, these results 
could not have been achieved with- 
out professional assistance. The de- 
cision to utilize the services of an 
expert in graphic design has proved 
to be a wise and profitable one. 44 
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Econo Lithographic Ink 
Now Available in Colors 


Econo lithographic ink is now 
available in yellow, orange, red, 
blue, green and brown, as well as 
black, it has been announced by the 
Chromatone Printing Ink Div.. 
Polychrome Corp., 2 Ashburton Av.. 
Yonkers 2, N.Y. 

According to the company, the 
inks are specially formulated for 
high speed offset printing on news- 
print and “pennysaver” stock. 

Additional information is obtain- 
able from Polychrome branch offices 
or from the Yonkers headquarters 
of the firm. 44 


Standard delivery 3-5 days on any quantity. Special Delivery 
available on request. Write for complete catalog and price jist. 
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PHOTO COMPANY 
119 W. Hubbard St., Chicago 10, Ill. 
Telephone: SU 7-8288 
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MEADBRITE 
PRINTS SHARP 
IN FOUR COLOR 

PROCESS... 
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.»» PRINTS 
SHARP IN 
BLACK-AND-WHITE, 
TOO! 


This is a demonstration of MEADBRITE, a brilliant blue-white sheet 
that adds sparkle and definition to all halftone printing, in single 
color or four color process. Its exceptional opacity and flawless 
finish make it a grade unmatched for the finest lithography. Ideal 
for annual reports, product literature and similar prestige printed 
material. Available in six sizes, three weights and two finishes 
(Regular plus eighteen Fancy Finishes) along with a matching 
cover grade (MeadBrite Cover) through your Mead Merchant. 
Specify Mead and choose from the world’s broadest line of fine 
printing papers! YOU GET MORE FROM MEAD...the moving force in 
Paper and Packaging. 


Mead Papers, Inc., a subsidiary of The Mead Corporation, Dayton 2, Ohio. 





How—and Why—a New Trademark? 


There should be a good reason for adopting 
a new trademark, but once you have it, put 


it into use rapidly, as did Formsprag. 


By Charles F. Trapp Jr. 
Vice President 
Formsprag Co. 
Warren, Mich. 


Today, many major corporations 
are trading in their old trademarks; 
and a number of heavy-industry 
companies, which have not empha- 
sized trademarks heretofore, are 
adopting them. Why? The most 
compelling reason, undoubtedly, is 
for sales and identification purposes. 

A trademark, like an individual’s 
name, is somewhat personal in na- 
ture and character. It represents the 
visual part of the so-called corpo- 
rate personality or company image. 
It provides a graphic means of 
identification, which takes expres- 
sion in various forms—the way an 
organization signs its name; the 
manner in which it wraps, labels, 


Multiple Use 


The new insigne was quickly adapted to all 
possible uses. In addition to being incorporated into business 


packages its products and itself; how 
a firm identifies itself in its adver- 
tisements, and so on. For all this, 
the trademark is the cornerstone. 

Little wonder, then, that in their 
determined efforts to prevent:‘loss of 
identity, to establish and develop a 
strong, distinctive corporate per- 
sonality and to create a favorable 
public image, the list of companies 
focusing increasing attention on the 
factors of instant visual identifica- 
tion and recognition through trade- 
mark development and moderniza- 
tion continues to grow. 

It is particularly significant to 
note in this connection, however, 
that building a forceful, favorable 
visual image with high recall and 
recognition values is not confined 
solely to large manufacturers. More 
and more, the question of visual 
identification and recognition also 


challenges small producers. 

Admittedly, their marketing areas 
may be more limited geographically, 
their products more specialized, 
their “publics” more restricted in 
scope. But the very existence of 
these conditions tends to sharpen 
the need of small manufacturers 
to establish and maintain effec- 
tive company identification. 


> During the past decade, as adver- 
tising and sales promotion men well 
know, competitive pressures have 
mounted rapidly. To create and 
build a favorable image in the mar- 
ketplace and in the public eye has 
become increasingly necessary; and 
the race for recognition and re- 
membrance is proving more diffi- 
cult and more expensive to run for 
nearly every business. 

To small and medium-size com- 


magazine ads, the mark fit well onto business forms, was em- 
bossed for calling cards, and was added to postage meters. 
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Replaced Insigne . . . The old trademark 
had lost its pictorial significance, and 
was difficult to adapt to changing sizes 
and moterials 


panies, the cost consideration pre- 
sents a matter of major concern. For 
them, due to severe budget limita- 
tions resulting from erosion of profit 
margins, earmarking of funds for 
capital equipment projects, or for 
other reasons, the expense entailed 
with revamping an outdated trade- 
mark or developing a new, more ef- 
fective symbol may well run propor- 
tionately higher than is the case 
with large firms. 

It was in the light of this long- 
term, broad-gage problem of estab- 
lishing and building stronger com- 
pany identification and more favor- 
able customer recognition, as well as 
an apparent need to improve and 
strengthen our own “corporate pro- 
file,” that our firm recently decided 
to refurbish our company image by 
developing a new trademark. 


> Now, specifically, why did Form- 
sprag, a fast-growing producer of 
industrial precision power transmis- 
sion devices, feel that it needed a 
new service symbol? Why trade in a 
well-established trademark which, 
for all practical purposes, is simple 
in design, distinctive in appearance, 
easily recognized and remembered? 

Our former mark, which we had 
used for many years and which had 
gained wide recognition among 
customers and potential users of our 
special-purpose products, was be- 
coming too restrictive to retain its 
effectiveness. It had outgrown its 
symbolism and usefulness in denot- 
ing the scope and character of our 
product range. This insigne, a min- 
iature replica of a D-shaped sprag 
of special configuration, graphically 
characterized the improved design 
of sprag-type clutch developed and 
pioneered by our company since its 
formation in 1946. 

However, the wedge-shaped “D- 
sprag” symbol utilized to identify 
these clutches is no longer fully in- 
dicative or representative of Form- 
sprag products. That is because the 
company has broadened its product 
mix in two important ways through 
carefully planned expansion and di- 
versification for the long term. 
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These and other related develop- 
ments led us to believe that our 
traditional D-shaped wedge sprag 
insigne was becoming outmoded; the 
mark was being “stripped” of its 
original usefulness and thus no 
longer suitable for use as a graphic 
symbol of our broadening activities 
and expanding service to industry. 


> Therefore, with the emblem losing 
its suitability as an “umbrella” to 
cover our growing family of preci- 
sion power transmission products, 
our management reasoned that we 
needed a new, bold, modern mark 
that would serve as an over-all cor- 
porate identification symbol. We felt 
the design should accomplish these 
five specific objectives: 


1. Clearly distinguish Formsprag’s 
expanding line of precision power 
transmitting devices from competi- 
tive or similar products. 


2. Suggest visually the uniformly 
high, consistently dependable qual- 
ity, precision standards, rugged re- 
liability and performance charac- 
teristics associated with Formsprag 
clutches. 


3. Convey a sense of motion to give 
the mark a dynamic feeling and 
thereby impart a forward-moving 
look. 


4. Provide maximum eye 
and optical impact to assure instant 
identification and to promote rapid 
recognition of the Formsprag or- 
ganization as a pacemaker in its 
specialized field. 


appeal 


S. Serve as the nucleus for a coor- 
dinated, long-range company iden- 
tification-and-recognition program 
and provide a versatile basic tool for 
effectively implementing our ad- 
vertising, sales promotion, publicity 
and public relations efforts. 


> With these goals established as 
yardsticks for measuring trademark 
effectiveness, we turned over our 
trademark-logotype design problem 
to Curtis E. Smith, art director of 
our advertising agency, Gray & Kil- 
gore Inc., Detroit. We told him in ef- 
fect: 

“Give us a mark with high impact 
and memory values that will sym- 
bolize our products, our company, 
our inherent growth potential, and 
our possible future entry into new 
fields—a mark that will stand up 
against the test of time and will not 
be susceptible to becoming dated, 
one that we can live with today and 
tomorrow.” 

He has filled “the order,’ we be- 
lieve, by designing the “Futuristic 


F,”’ as we have come to call the 
mark; it is remarkably simple in 
concept, in good taste, has a flair of 
dignity, and is contemporary as well 
as forward-looking in styling and 
appearance. 


> The new Formsprag insigne con- 
sists of two simple, correlated ele- 
ments: a strong-looking yet stylized 
“F,” modern in shape and appear- 
ance; and a dual-tipped arrow 
which encircles the base of the let- 
ter. p 

The symbol’s clean form and free- 
dom from distracting subordinate 
elements give the mark strength 
and simplicity. It provides a bold 
impact, yet is pleasing to the eye. It 
is easy to read, recognize, and re- 
member. 

The rotating or reciprocating mo- 
tion as expressed by the two-headed 
arrow encircling a shaft gives an in- 
stant clue and cue to the nature and 
scope of our company’s business. 
The letter “F” suggests the Form- 
sprag name and a forward-moving 
look, an “on-the-move” feeling in 
keeping with progress. And by con- 
veying a sense of motion, a feeling 
of forward movement, the mark 
further tends to create and implant 
in the viewer’s mind the impression 
of Formsprag as a vigorous, pro- 
gressive producer of precision pow- 
er transmission devices. 

The stylized design possesses a 
basic graphic flexibility in terms of 
size and color reduction that’s vir- 
tually unlimited. It can be repro- 
duced in any size, in black or color, 
without impairing its visual impact 
and retentive quality. 

This adaptability to usage in any 
medium, teamed with the mark’s 
distinctive individuality, gives us an 
attractive, pleasing symbol which 
accurately suggests or reflects the 
character, stability, and progressive- 
ness of our enterprise. 


> Already the new emblem has 
made its appearance in Formsprag’s 
advertising and promotional activi- 
ties. Presently, it is being adapted 


Good for Packaging . . . With the new 
insigne, a Formsprag carton could hard- 
ly be missed. Note the use of the design 


in reverse, with both one and two colors 
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for application to all other areas of 
the company’s visual communica- 
tions from shipping invoices to pay- 
roll checks, as well as on packages 
and even the products themselves. 

To sum up, our management feels 
that this “Futuristic F” trademark 
with its forward-moving look vis- 
ually expresses (1) our corporate 
personality as a modern, progressive 
designer and producer of precision 
power transmission devices, and (2) 
our determination to maintain and 
enhance our position as a leader in 
our specialized yet fast-changing in- 
dustry. Also, this design gives us a 
mark of high recognition and recall 
values, providing a firm foundation 
for effective company-identification 
and image-building. 44 


Watermarking Explained 
In Plover Co. Booklet 


The Plover Paper Co., Stevens 
Point, Wis., has published a booklet 
entitled, “The Art of Watermark- 
ing.” 

A watermark is a pattern in pa- 
per made with a raised or indented 
design that comes in contact with 
the paper when it is approximately 
90° water and 10% fibers of a high 
cotton content, according to the 
booklet. 

How the watermark becomes a 
business tool is explained in the 
booklet. 

Copies are available. 

+ « « for more details circle 1220, page 113. 


XEROX 


CORPORATION 


Nome Change . . . The new Xerox Corp. 
signature is a major element of the new 
corporate identity system developed for 
the company to support the recent name 
change from Haloid Xerox. The new 
logotype (above) will appear in all cor- 
porate advertising, packaging, signs and 
on new office buildings. 
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FANSTEEL 
Sea MRA 


Regehr’s Four . . . Four corporate trade- 
marks have been executed recently by 
Carl Regehr Design Inc., Chicago. From 
the top, left: Tuthill Pump Co., Chicago; 
Jordan, Sieber & Corbett Inc., Chicago; 
right, Promedica Research and Develop- 
ment Corp., Long Island, N.Y. and Fan- 
steel Metallurgical Corp., North Chi- 
cago, Ill 


Solution to Gold Offset 
Ink Problem in Brochure 


Trouble with offset gold inks is 
often a printing problem, an unnec- 
essary one according to a brochure 
published by Marset Inc., New 
York. 

“Operating Procedures and Help- 
ful Suggestions for Offset Printing 
with Marset’s J&B Single Impres- 
sion Offset Gold,” is the non-stop 
title of the brochure. It lists 17 
points which are frequent trouble 
spots in getting best printing results 
with offset gold inks. It also ex- 
plains how to solve these troubles. 

Copies are available. 

- for more details circle 1221, page 113. 


For Paper Buyers .. . 


Swatchbooks Ease 
Selection Searches 


New Color Line . . Calliope Cover 
by Peninsular Paper Co., Ypsilanti, 
Mich. New paper manufactured in 
seven colors and is available in 
vellum finish, basis 20 x 26 - 65 Ib., 
in four sizes. Special sizes and 
weights can be made to order in 
2,000 lb. minimum quantity. 


. for more details circle 1222, page 113. 


Enamel and Coated . . Black and 
White Letterpress Enamel and 
Coated Cover and Black and White 
Offset Enamel and Coated Cover by 
Mead Papers Inc., Dayton, Ohio. 
Both feature a “new brilliant blue- 
white while 


color retaining the 


trouble-free press performance 
characteristics typical of these two 
sheets.” Both available in a dull fin- 
ish, “in deference to a growing pref- 
erence for coated papers which af- 
ford a soft, subdued background.” 
These two recommended by manu- 
facturer for prestige printed mate- 
rial, such as annual reports, bro- 
chures, booklets, and catalogs. 

- for more details circle 1223, page 113. 


Envelopes .. Peninsular Snoweave 
Text by Peninsular Paper Co., 
Ypsilanti, Mich. Available in five 
colors as well as Fluorescent White. 
“Printed pieces produced on Penin- 
sular Snoweave can now have 
added impact of matching Snow- 
eave envelopes.” 

. «. for more details circle 1224, page 113. 


IN THE MARKETPLACE 


@ Duplicating Stencil ... said to 
provide extra-high typing visibility 
and increase speed of application 
... Repeat-O-Type Stencil Mfg. Co. 
Inc., 153 Coffey St., Brooklyn 31. 


e Microfilm Reproducing System 

. the Micro-Mate, a system that 
combines a microfilm reader, pro- 
jector and enlarger with a new 
printing system. Said to allow un- 
trained persons to make contact 
prints or enlargements up to 11x14”, 
of negatives as small as 16mm on 
line copy or glossy paper in less 
than 30 seconds without a dark- 
room ... Burton Mount, 2147 Jeri- 
cho Turnpike, New Hyde Park, 
mam; 


e Photocopier . . . Model produces 
sharp, clean, black-and-white cop- 
ies of anything printed, drawn, 
typed or duplicated . . . Formfoto 
Mfg. Co., 146 Home Av., Villa Park, 
Ill. : 


e Two Punches . . . said to be so 
attractive “they can be kept handy 
as a desk accessory” and to have 
these features: 9-position gage 
which locks in place so that holes 
are automatically centered for a 
wide range of paper sizes, window 
viewer in center of punch for clear 
visibility of calibrations on the 
gage, removable chip tray, cushion 
base that will not mar desks, and 
easy punching action Acco 
Products, Ogdensburg, N.Y. 





More and more, Americans are a 
reading people. Great Northern 
Groundwoods cater to this growing 
habit. Increasingly, in every field of 
information, these thrifty printing pa- 
pers are liked for the work they do. 
Custom-made in your choice of weight 


Brad Northern 


cOMPAN Y 


Growing answer to a growing habit 


and finish, they provide low unit cost 
without sacrifice of quality, for the suc- 
cessful production of mass circulation 
magazines and pocket books. Clean, 
bright, strong and uniform, they bring 
you the bulk, opacity and high-speed 
printability you’re looking for. For 
printed samples write Great Northern 

. America’s Company On The Go in 
meeting the challenge of America’s 
growing reading habit. 


Mills in Maine ¢ Sales Offices: 522 Fifth Avenue, New York 36 * Boston * Chicago « Cincinnati « Washington 





Selling with Paper . 


. » An earnest salesmen uses a large sheet of Texoprint, in luscious 


full color, to demonstrate the product, show its features, and most important, what 
it produces in food. The sturdy stock permits repeated foldings without tearing 


When you sell bulky items 
in the home, the more 

of your story you 

can carry on paper, the 
better. But the paper 
must stand up 


under this rigorous use. 


How Paper Sells Pans 


One of the most effective ways 
for a manufacturer of housewares 
to get its sales message to the home- 
maker is to show her the results 
she can achieve by using the prod- 
uct. 

Rena-ware Distributors, world’s 
largest direct distributor of stain- 
less steel waterless cookware, has 
done just that. 

Rena-Ware salesmen can’t bring 
the tantalizing, palate-pleasing foods 
that can be prepared in its cook- 
ware into every home, but through 
the magic of color photography and 
fine lithography, the Spokane, 
Wash., company has been able to 
provide dealers with attractive vis- 
ual aids to show in-use applications 
of its products. 


> The Rena Ware direct sales pro- 
gram relies heavily on these visual 
aids to help dealers sell the cus- 
tomer in the home. The company 
reports that the program has been 
chiefly responsible for its rapid 
sales increase 

Since it was founded in 1954 by 
Fred “Pop” Zylstra, a Dutch im- 
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migrant, the company has grown 
from a small door-to-door operation 
employing half a dozen dealers to 
a 16-million-dollar business with 
more than 2,000 dealers. 

The firm’s promotion department 
at Rena Ware’s home office in Op- 
portunity, Wash., near Spokane, 
creates and produces a variety of 
materials, including films, posters, 
recipe books and publications, to 
help train new dealers and make 


Shadowless Food 

The full-color photos 

were taken in Renoa- 

Ware’s own kitchen, 

under the supervision 
of artist Bob Cochran 
and home economist 

Dorothy Godfrey 


the job of selling easier. 

One of the most successful sales 
aids is a four-color point-of-sale 
broadside recently produced to pro- 
mote the automatic fry pan and au- 
tomatic sauce pan which are offered 
to customers in addition to the set 
of Rena-Ware. 


>» The 22x34” broadside shows 14 

tempting breakfast, lunch and din- 

ner dishes prepared in the fry pan 
= 
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and sauce pan, as well as cut-away 
drawings of the construction fea- 
tures of the cookware. It is litho- 
graphed on plastic printing paper 
to withstand the constant handling 
of door-to-door sales presentations. 

“The broadside is one of the most 
talked about promotion pieces in the 
direct selling field, as well as among 
our own sales people,” reports 
James Weisen of the Rena Ware 
promotion department, “and electric 
fry pan and sauce pan sales have 
shown a marked increase.” 

Because food photography at its 
best is a constant struggle to cap- 
ture the food at its peak of per- 
fection, the broadside pictures were 
taken by Spokane’s Commercial 
Photographers in Rena Ware’s own 
home economics department, under 
art department direction. 

Since no retouching was done on 
any of the color photographs, 
preparation of the food was of prime 
importance. 

Mrs. Dorothy Godfrey, director of 
Rena Ware’s home economics de- 
partment, personally supervised the 
food preparation, making sure that 
each course was ready at the exact 
moment a picture was taken. 

Very few tricks of photography 
were used in the four days of shoot- 
ing, Mrs. Godfrey said. In a few 
cases, meat was browned unevenly 
for better contrast, and in one in- 
stance four upside-down cakes were 
baked before just the right color 
was obtained. Most foods were 
slightly undercooked to achieve the 
best appearance. 

Another problem for the photo- 
graphers was caused by the mirror- 
like finish of the stainless steel cook- 
ware, which reflects the slightest 
light. To solve the problem, a tent 
of white paper was _ constructed 
around each scene, with openings 
provided for only the camera and 
lights. 


> Color separations were made from 
transparencies produced in_ the 
Rena Ware kitchens and turned 
over to the C. W. Hill Printing Co., 
Spokane, for lithographing. 

To obtain the maximum in beauty 
and color from the food photos, 
Rena Ware departed from the usual 
paper broadside, and switched to a 
plastic printing paper called Texo- 
print. 

Texoprint, a product of Kimberly- 
Clark Corp., was used because it 
combines a capacity for brilliant 
color reproduction with the dura- 
bility to withstand rough handling. 
In addition, the plastic paper can 
be wiped clean of finger smudges 


and dirt with a damp cloth. 

“We had the California Ink Co. 
formulate special quick drying inks 
in our process colors for use with 
the plastic printing paper,” said E. 
D. Hilscher, president of C. W. Hill 
Printing. “We produced the broad- 
sides on a Miehle 36 offset press, 
averaging 3,600 impressions an 
hour.” 


> The completed broadsides, rolled 
and inserted in a tube to fit a sales- 
man’s kit, were distributed to Rena 
Ware dealers throughout the world. 
Because of the extreme durability 
of the Texoprint paper stock, the 
sales aid has held up through thou- 
sands of in-home displays of Rena 
Ware products from Alaska to the 
tropics, the company reports. 

And the accurate, colorful por- 
trayal of the electric cookware units 
and food has been an enormous 
aid to field salesmen showing a cus- 
tomer an item he cannot carry into 
the home. 44 


Typeface Additions of 
Haber Listed in Folder 


Haber Typographers Inc., New 
York, has issued a 12-page folder 
showing specimens of the latest ad- 
ditions to the company’s foundry 
and machine-set typefaces. 

This selection includes the im- 
ported Linotype Optima with italics 
in 6, 9 and 10 pt. sizes. Also in hand- 
set foundry types, the Card Mercan- 
tile series, Craw Clarendon Con- 
densed, Grotesque No. 18, Palatino 
Semibold, Signum and Thorowgood 
Roman are among the new addi- 
tions. 

Copies are available. 


- for more details circle 1204, page 113. 


LITHO-STRIP 


Never-Ending 
Asssociates, 


Robert Kennedy 
Chicago, designed this 
corporate trademark for the Litho- 
Strip Corp. It indicates ‘‘even, con- 
tinuous flow of a broad ribbon of 
metal in its passage through mas- 
sive machinery.”’ 
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f at a nifty saving’ 


If you're like most people you 
get an irresistible urge to pull 
the tab on Tension’s new “Sim- 
Pull” envelope—newest open- 
ing idea for 3rd class mail. 
Gets 'em to the message. 


A pull of the tab and out comes 
a “teaser” message. 


Get sure, quick openings for 
your 3rd class mail. Tension’s 
“Sim-Pull” envelopes perform 
perfectly on automatic insert 
ers. Plenty of room for adver- 
tising or merchandising space, 
too. Available in standard sizes 
—and economical, too. 


MAIL COUPON TODAY 
FOR FREE SAMPLES. 


TENSION ENVELOPE CORP. 
Kansas City « St. Louis « Ft. Worth « Memphis 
Minneapolis * Des Moines © So. Hackensack 


Tension Envelope Corp. : 
815 East 19th St., Kansas City 8, Mo 


Please send me kit of the new Tension 
Sim-Pull Envelopes. 


Name___ 


Title ce 


Firm Name_. 


Address 


___zone State 
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Name Change The Cerro de 
Pasco Corp., a well known mining 
company in Peru, has recently gone 
through a series of acquisitions that 
has made it an international com- 
pany in many fields. With it went a 
mame change, Cerro Corp., and this 
new corporate trademark, designed by 
Warren Furlonge Associates, New 
York. 


Brown-Bridge Pressure 
Sensitives in Portfolio 


Brown-Bridge Mills Inc., Troy, 
Ohio, has issued a portfolio showing 
examples of its new line of pressure 
sensitive label papers, Strip Tac. 

The portfolio contains general 
information, a data sheet, price 
sheets and a split plan. Also in- 
cluded are 13 large pressure-sensi- 
tive sample sheets of different paper 
stock. Each sample sheet is per- 
forated to tear into convenient 
smaller test strips. 

Copies of the portfolio are avail- 
able. 


- for more details circle 1205, page 113. 


Ozalid Division Explains 
Whiteprint Copy Process 


Details of the Ozalid whiteprint 
copying process are given in a book- 
let issued by the Ozalid Division, 
General Aniline & Film Corp., 
Johnson City, N.Y. 

It is titled “Money Saving, Time 
Saving Whiteprint Copies for Every 
Use.” It stresses simple operation, 
speed of obtaining accurate copies, 
low cost, versatility, easy-reading 
copies and normal room light prep- 
aration. 

. for more details circle 1206, page 113. 


Anken Portable Copier 
Introduced in Two Models 


A photocopying machine with the 
added feature of being portable, be- 
ing contained in an attaché case, has 
been announced by the Anken 
Chemical & Film Corp., Newton, 
N.J. 

Weighing 1212 pounds, the Attaché 
can copy any original up to 9” wide 
by any length. Cut sheet negative 
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and positive papers are stored in 
the top of the case. It is designed so 
that it can be used in either daylight 
or under artificial lighting condi- 
tions. Unit’s own exposure light 
source is an 8-watt, 12” green flu- 
orescent lamp rheostat controlled by 
a panel knob to compensate for the 
varying shadings of originals. 

The Attaché has over-all dimen- 
sions of 174%2x12%4 x 434”. It sells for 
$149.50. 

Anken has also introduced a sec- 
ond model, the Contoura, that will 
sell for $199.50.-It combines all the 
features of the other model but it in- 
cludes a book-copier for use on 
maps, charts, blueprints and bound 
volume material. 44 


New Art Technique Told 
By Lawrence Fertig Co. 


The New York advertising agen- 
cy Lawrence Fertig & Co. has an- 
nounced a new art technique for 
full color newspaper reproduction. 

According to the agency, the 
process reproduces any photograph 
or artwork in line form. Adopted 
primarily for its clarity of repro- 
duction, the new technique enables 
color advertising to appear without 
distortion. 

“It is superior to half-tone re- 
production in many ways, and is 
ideally suited for r.o.p. reproduc- 
tion,’ a spokesman for the agency 
said. “It reduces manufacturing 
time by more than a third and the 
savings in basic photoengravings 
costs offset the cost of art prepara- 
tion.” 

Developed by an European photo- 
technician, the new process repro- 
duces the continuous tones of a 
color photograph in a granular pat- 
tern. The pattern for each color is 
produced in positive film form, elim- 
inating the expense of photoengrav- 
ers’ negatives and separation time. 


According to the agency, electrotyp- 
ing or matting costs are also re- 
duced. 

One of the. first uses was for a 
newspaper ad for Old Crow. 44 


Protype Graphics Has 
New Design for Machine 


A new design of its photographic 
type composition machine has been 
announced by Protype Graphics. 

The new model incorporates such 
features as the integration into the 
machine of roll-up paper, enabling 
the operator to set continuous copy 
of any length without interruption 
and a line advancer knob which 
permits precise vertical measure- 
ments and interlineal spacing. 

- « for more details circle 1207, page 113. 


Pressure Sensitives Inc. 
Issues Catalog and Kit 


The Chicago firm of Pressure 
Sensitives Inc. has announced a new 
catalog and kit of its products. 

The material contains sizes, prizes 
and samples of all P.S. brand self- 
adhesive papers, films and foils and 
transfer adhesive tapes. 

. » for more details circle 1208, page 113. 


Amsterdam Folder Shows 
Many European Typefaces 


A folder showing examples of 
many of the types imported into 
this country by Amsterdam Con- 
tinental Types & Graphic Equip- 
ment Inc., New York, is being of- 
fered by that company. 

The works of many of the leading 
typefoundries in Italy, West Ger- 
many, Holland and Switzerland are 
included. 

- for more details circle 1209, page 113. 


This | Believe: A Production Man’s Creed 


I believe that 
forms a vast and vital service not 
only for the advertiser but for the 
consumer and the national econ- 


advertising per- 


omy. 

I believe that the graphic arts 
contribute importantly to the suc- 
cess of advertising, and that it is 
my personal responsibility to make 
this contribution count to the ut- 
most, 

I believe that this requires all my 
knowledge, all my diplomacy, and 
all my devotion. 


I believe above all that my re- 
sponsibilities to my agency and its 
clients call for unimpeachable in- 
tegrity. 

So believing, I dedicate myself to 
the most honorable conduct of my 
work, to the enlargement of my 
knowledge, the enhancement of my 
skills, and the protection of the 
good name of my agency and of my 
calling. 


—adopted by the 
Advertising Agency Production Club 
of New York 
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bring a New Year warm with contentment and the blessings of peace... MI 


& 


HOWARD PAPER MILI ° DAYTON, OHTLO ° DIVISION OF 





There is ai limit to 


umount of material one 


can be expe ected to absorb. 


<avs this advertising con- 


ultant. who points out 


that too often this limit is 


exceeded, 


By Walter F. Kohn 


One of the many unsolicited of- 
ferings in today’s mail stopped me. 
Not because it was well done or 
badly done. It wasn’t that good or 
that bad. This one was overdone. 

Its envelope contained five pieces 
of reading matter. It’s not at all 
unusual for a mass mailing to in- 
clude that many separate pieces. 
What gave me pause was the amount 
of reading matter it was assumed I 
could devour. 


e First, there was a letter. Not an 
ordinary letter, but one printed in 
two colors, covering eight pages 
with at least 5,000 words. 


e Next was a four-color broadside, 
25x16”, bleeding all around, with 
another 4,000 or 5,000 words of text. 


means that if I sent in the form 
with my deposit, the sponsors of 
this mailing would be paying $120 
for my inquiry. Experience tells me 
the return on this mailing may be 
nearer 1/10th of 1%, the cost per 
inquiry around $300. 

Well, if that’s what my inquiry — 
not a firm order — is worth to the 
sponsors of this Florida real estate 
promotion, that’s their business. The 
inquiry cost is probably buried in 
the $675 price for %4 acre, once 
more demonstrating that the spiral- 
ling of real estate prices contributes 
more to inflation than any other 
factor in the American economy. 


> But let’s disregard economics and 
social responsibility. Let’s see what 
is supposed to get me on the hook. 

First, the 8-page letter. Even 


DIRECT MAIL, 


Know when to 


STOP 


e The third piece was a_ booklet, 
514x814”, again bleeding all around 
on all but two of its 24 pages. An- 
other 6,000 or more words to read. 


e Fourth was a two-color reserva- 
tion form, printed in two colors on 
both sides, with another 1,500 or 
2,000 words it was hoped I would 
wade through, and send in the form 
(only half the sheet) with a $10 
deposit and my signature — money 
back guaranteed if I’m not satisfied. 


e Last was a modest sheet the size 
of a postcard, printed on only one 
side, in one color, warning of a 
pending price increase, obviously 
intended to get me to act now, 
though it didn’t say so. 


e In addition to all this there was, 
of course, a return airmail envelope. 


> To put the whole thing in the mail 
must have cost at least 30¢. 

My experience with direct mail 
and mail order tells me that an 
optimistic return on a mailing of 


this kind would be %4 of 1%. Which 


before I get down to the salutation 
“Dear Friend” — which many peo- 
ple resent — I’m stopped by 175 
words of gratuitous text, printed in 
red, telling me I’m invited to send 
for more facts, maps and photos in 
what must be an even bulkier 
“Homesite Kit.” This before I’ve 
had a chance to read and find out 
what it’s all about. This would keep 
many people from reading any far- 
ther. 

But I did, and found the letter 
the usual real estate guff: sunshine, 
location, low taxes, low down pay- 
ment, easy terms, etc. The illusion 
of a letter is destroyed by the use 
of heavy offset paper, and by print- 
ing on two uncut 11” x 17” sheets, 
one inside the other. Peppering the 
letter with thumbnail sketches adds 
nothing, and further fights the ef- 
fect of a personal letter that must 
have been intended. The copyright 
notice at the end of the letter gives 
me additional pause. 

The four-color broadside is the 
usual real estate spectacular. I cut 
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SERVICE puts you in solid 


Keep off the thin ice of second rate typesetting. 
Specify Service Typographers for all your ads 
and promotion pieces. Make your goal the 

very best type impression and let Service 

help you achieve it. 


- 


2h Medd de ee | et 


Here's proof of top quality 
at amazing /ow cost... 


FREE 


PROGRESSIVE 
PRESS PROOFS 


New York Branch Office 


on your first order of 


SCREENED 4-COLOR SEPARATIONS! 


Go modern—use full color! And save $20—$40—$65 on 
your first order! Now you can cash in on the beauty and 
selling power of brilliant full-color reproductions—yet keep 
costs in line. Get your Sample-Info. Brochure and Price List 
by mailing coupon now. 

World Color’s technical progress and vast experience stands 
behind you—more than 150,000 sets of 4-color positives 
already supplied to leading lithographers, agencies, adver- 
tisers. You get fastest service in the industry, with free air 
mail delivery. Press room procedures with all orders. Com- 
posing also at low, low cost—complete positives ready to make 


--LIMITED OFFER — ACT NOW! ---- 


World Color, Inc. — Dept. H11 
Box 697, Ormond Beach, Fla. 


Please rush full-color Sample- 
Info. Brochure and Price List to: 


274 Madison Ave., MUrray Hill 5-4275 NAME 


SEND FOR Sample-Info. Far" 


Brochure & Price List now... 


Firm 

STREET 

city 

STATE 

TYPE OF BUSINESS 
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my eye teeth in advertising writing 
similar broadsides, but none bogged 
down by even half as much copy. A 
broadside should read fast. 

The 24-page booklet repeats what 
has already been said in the letter 
and the broadside, adding some 
homilies about the advantages of 
owning real estate, along with the 
blessings of local politicians on the 
project. 

The reservation form is what you 
would expect, a legal document in 
format, with more selling copy. But 
if I were to detach the coupon, I 
would leave half the selling copy 
printed on the back hanging in mid- 
air. Why compromise the legal illu- 
sion by printing on the back at all? 


> We all know that long copy has 
its place in direct mail, and that 
many letters of from 500 to 1,500, 
and even 2,000 words have pro- 
duced excellent results. However, 
where such letters use long copy, 
other literature in the same mailing 
is usually less conspicuous than the 
letter, so that the strong copy in the 
letter will have primary attention 
and maximum effectiveness. In this 
case everything has such equal at- 
tention value that the reader’s in- 
terest has no focus, with the prob- 
able result that he’s likely to hurry 
the whole mailing into his waste 
basket. 

Because even if I were an inter- 
ested prospect on a_ hand-picked 
mailing list (which I’m sure I’m 
not), could I reasonably be expected 
to wade through 18,000 or 20,000 
words of copy to determine whether 
I’m sufficiently interested to send in 
the coupon and $10? Even if I could 
swallow all that copy, wouldn’t all 
the punch have gone out of the 
“sell” long before I got to the end? 
A good salesman knows when to 
finish his presentation, make a close 
and ask for the order. 

Or did the sponsors forget that a 
good mailing is a good salesman? 44 


Lestoil Tries Direct Mail 
In Coupon Campaign 


An intensive direct mail campaign 
for Lestoil Products, famous for its 
tv commercials, has been launched 
by the company. 

A coupon campaign giving 10¢ 
savings on the purchase of either 
original pine scent Lestoil or new 
sparkle scent Lestoil plus 7¢ off the 
price of new improved formula 
Lestare (the company’s dry bleach), 
the mailing program marks the first 





time Lestoil has employed direct 
mail on a wide national scale in its 
28-year history. 

According to Executive V.-P. 
Charles J. McCarthy, Lestoil has 
occasionally used direct mail in the 
past few years, “but only on a city 
or test-market wide basis.” 

The object of this direct mail 
drive, following on the heels of 
Lestoil’s attention-getting Zsa Zsa 
Gabor tv commercial, is to promote 
the growing Lestoil family of house- 
hold convenience products. 

The mailings were personally ad- 
dressed, rather than to “occupant,” 
through the telephone listings of 
O. E. McIntyre Inc., New York. They 
started in September on a regional 
basis, with the south getting the first 
mailings; the midwest, the second; 
and the north eastern seaboard, the 
last. 

Coupon redemption has been as- 
signed to the A. C. Nielson Coupon 
Clearing House to assure cooperat- 
ing retailers of prompt, efficient 
reimbursement. 44 


New Addressing Machine 
Introduced by Dashew 


A transfer process addressing 
machine which imprints directly 
from 3x5” master file cards has 
been introduced by Dashew Busi- 
ness Machines Inc. 

The master cards to be used with 
the machine are coated with a ma- 
terial that gives a black imprint 
that will not smear or rub off the 
back of the file card while it is 
being handled or filed. Using this 
material, the master file cards or 
“Dashamasters” will give 200 clear, 
smearless impressions. 

The machine can be integrated 
into systems which use tab cards 
and by using needle sort or tabulat- 
ing cards as the master file cards, 
it is possible to make selective mail- 
ings. It can be used to head up 
statements, cards, envelopes, maga- 
zines, catalogs, house organs, no- 
tices, bulletins, and production or- 
ders. A wide variety of thicknesses 
ranging from 0.010” to 0.185” or 
from one page to a 30-page maga- 
zine can be handled. 

The manually operated model 
will address 3500 pieces of mail per 
or one per second; the electric 
models will address 5,400 pieces of 
mail in 60 minutes or approximate- 
ly 2 per second. 

Complete information is avail- 
able from Dashew Business Ma- 
chines Inc., 3655 Lenawee Av., Los 
Angeles’ 16. 44 


R. L. Polk Announces 
Buyer-Finder System 


A new computer system which 
can select, by name and address, 
those consumers most likely to re- 
act to advertising has been an- 
nounced by R.L. Polk & Co. 

Able to pick out prospective buy- 
ers in any quantity from one to 
millions the system is an expan- 
sion of a service for the Motor Sta- 
tistical and Motor List Divisions 
which supply the automobile and 
allied industries with market in- 
formation. 

This second system, employed by 
the Direct Mail Division, R.L. Polk, 
uses computers which can not only 
select prospective buyers in any 
desired quantity, but it can select 
them geographically — by state, 
county, city neighborhood, postal 
zone or census tract. 

It can also pick out prospects by 
make and year model of car owned 
and can select them in small groups 
for their nearness to specific re- 
tail outlets or by the economic 
character of their neighborhoods. 

Once prospects have been se- 
lected, the computer equipment 
prints out names and addresses for 
the distribution of mail advertising. 
If new information becomes avail- 
able on a prospect, the computers 
“read in” this new information for 
the old. 

More information is_ available 
from R. L. Polk & Co., 431 Howard 
St., Detroit 31. 44 


Mailing List Folder 
Released by Buttenheim 


A new folder, giving information 
on mailing lists currently available 
has been released by Buttenheim 
Publishing Corp., New York. 

The folder covers lists for three 
key markets: 

1. the municipal field 

2. the highway and heavy construc- 
tion industry 

3. the educational administration 
field, covering public, private and 
parochial schools plus colleges and 
universities. 


Mailing service includes address- 
ing, folding, nesting and inserting, 
metering and sealing, assorting and 
tying (for bulk rate mail), bagging 
and cartage to the the post-office. 

The back cover of the folder con- 
tains rates for the different mailing 
services. 


. for more details circle 1217, page 113. 


PARTICIPANTS SOLICITED 


COOPERATIVE 


LOW 
COST 


QUANTITY 
300,000 


125,000 
850,000 


800,000 
350,000 
1,000,000 
400,000 
700,000 
950,000 
900,000 


950,000 


MAILINGS 
TO 


HOUSEHOLDS 


AREA 


Central Georgia 
mostly urban 


Coastal N. C 
State of Kansas 
urban & rural 


State of Missouri 
urban & rural 


Central Tennessee 
incl. Nashville 


Major Southeastern 
metropolitan areas 


Louisville, Ky. 
and environs 


State of Alabama 
urban & rural 


State of Virginia 
urban & rural 


State of Kentucky 
urban & rural 


Eastern Texas 
urban & rural 


aC emails 


LOW 
COST 


DATE 
12/22/61 


12/22/61 
1/1/62 


1/1/62 
3/15/62 
4/15/62 

6/1/62 
6/15/62 
6/30/62 
6/30/62 


7/1/62 


Additional listing available 


“NAMES-YOU-KNOW, INC. 


301 McDONOUGH BLVD., S. E., ATLANTA 15, GA. 


Du-Plex Onvelopes 


Are 


Best 


By Popular Choice 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Blvd., Chicago 12, lil. 
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DIRECT MAIL HAS BEEN OUR 
DUR LSS 0) te) 3 a 218 


Tt meee bie 
SOG83 emu Vai 


DOES IT FASTER! 


You cam count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Werk mailed for you or delivered to you. Marie 
has been handling ell mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Cell Wabash 2-8655 and Just Ask For Marie 


a. Lier SUP tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 


ATTENTION 


7 388-31 
tel Tem TT a ass 
Bd ah 


Hundreds available 
Exclusive use 


Low priced 


DOUGLAS MACK 
elles ee) eT 
Francisco 14, Calif 


ATF TYPE SPECIMENS 


we have them, you want them— 
but where are you? Send your name and 
address (home, preferably), on business 
letterhead to American Type Founders, 
200 Elmora Avenue, Elizabeth, New Jersey 


TO DEMAND 


BLACKMAIL 


WITH THIS BLACKMAIL BANK PROMOTION! 

Makes prospects take notice when you DE 

MAND thew time to read your sales message 
WRITE FOR FREE SAMPLE 
MARVIC ADV. CORP. 

J MA MANHATTAN AVE - BROOKLYN 22,N ¥ 





% MAILING LISTS! 


We use these ourselves—they must be good— 
we are not brokers. Cleaned monthly on ad- 
dressed labels, $15 per M. 35M Auto dealers 
by makes, 36M Certified Public Accountants, 
12M leading Optometrists, 5M Building & Loans, 
8M Banks in cities over 100M pop., 12M Florists. 


Box 19086 B, Cincinnati 19, Ohic. 
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MASA plus DMAA... 


Two Conventions 
Full of ideas 


By Robert B. Konikow 
A&SP Managing Editor 


When you have gone through a 
week which combines the two con- 
ventions of the Mail Advertising 
Service Assn. Intl. and the Direct 
Mail Advertising Assn., you know 
you have been through something. 
The convention hotel, no matter 
how big it is or where it is, buzzes 
with activity, in meetings and corri- 
dors, in exhibit halls and hospitality 
suites. 

It starts out, when the two as- 
sociations coordinate their schedules 
as they did this year in New York 
and will do again next year in Chi- 
cago, with the MASA, whose mem- 
bership is made up of lettershops, 
mailing houses and other suppliers 
to users of direct mail. These are 
mostly down-to-earth, practical ses- 
sions, attended by people who are 
close to actual operation. They 
know about printing presses, and 
the problems of keeping a folding 
machine working, and all the im- 
portant things that make a direct 
mail campaign work. And among 
their ranks are some of the sharp- 
est minds in the industry, men who 
can dream up and carry through 
clever promotion ideas. 

This is followed, with only a few 
hours’ break, by the DMAA. Total 
attendance of this is almost four 
times as great as the MASA. Its reg- 
istration of 1,400 to 1,500 makes it 
probably the largest of the adver- 
tising meetings. Its membership is 
primarily the users of direct mail, 
from all the branches of our econ- 
omy — and there are many - 
which depend on mail to reach 
their audiences. 


> A convention this size is difficult 
to cover. There are multiple ses- 
sions when the group divides into 
special interest meetings. Some of 
the best sessions are panel discus- 
sions, or question and answer pe- 
riods from the floor, or ones that re- 
ly heavily on visuals. None of these 
makes a good magazine article, in- 
structive and stimulating as it may 
be to somebody who was there. 

To catch some of the flavor of the 
sessions, perhaps a few quotations 
from some of the speakers might be 
in order: 


© In Germany . . . direct mail ac- 

counts for 40% of all advertising. 
The up-and-coming agencies 

are using direct mail with vigor, 

imagination and charm. 

Shirley Katzander 

Director of Promotion 

“The Reporter’ 


@ I’m glad direct mail advertising 

was invented, and I open all the en- 

velopes and enter the battle of per- 

suasion with my guard up and a 

light in my eye. Go ahead and sell 
me if you’re good enough. 

William E. Porter 

Professor, School of Journalism 

State Univ. of lowa 


© The temptation for an advertis- 
ing agency might be to think of it- 
self strictly as a creator of adver- 
tising — as an isolated part of the 
over-all picture. But more and more, 
we find ourselves necessarily .. . 
providing all sorts of essential mar- 
keting services. We are forced to 
re-examine our purpose, making 
certain that we are consumer-ori- 
ented ... rather than turning out an 
advertising package, then trying to 
sell the client on it. It’s quite pos- 
sible that the line of demarcation 
between the agency and the direct 
mail medium will become more and 
more blurred in the days ahead. 
And that can be to the good. It may 
well permit the advertiser to have 
at his disposal a better integrated 
advertising package — for carrying 
his message more efficiently and 
effectively to his prospects. 
William R. Hesse 
President, Benton & Bowles 


© Creativity, then, is the important 
dimension of direct mail, whatever 





its form. Creativity with balanced 
good taste is the certain shield 
against our critics. And if we re- 
fuse to take the easy out; if we 
prove through creative brilliance 
that our medium benefits all who 
use it, no matter how many dimen- 
sions it may have, we will earn 
both the respect and the admiration 
of the entire business community. 
Leonard J. Raymond 

President, Dickie-Raymond Inc. 


e There is a term in professional 
advertising circles called “collater- 
al” and it is usually applied to any 
medium other than space or time. 
Direct mail is generally tarred with 
this brush There are many 
effective strategies in which space 
and time become collateral to direct 
mail as the primary medium. Adver- 
tising will do well to avoid the clas- 
sification cliches and the commis- 
sion-conditioned mental reflex. Let 
us look at the objective and con- 
sider the most efficient and direct 
approach and take it, whether it is 
space, time, direct mail — or sand- 
wich boards on Main St. 
Arthur P. Hall 
Director of Advertising 
Aluminum Co. of America 
> Along with the meetings, the 
seminars, the round tables, and the 
just plain talk, went the exhibits. 
More than ever before, the exhibit 
hall was open during both meetings, 
although not all companies bought 
space for both. Of particular inter- 
est to this observer were the fol- 
lowing items: 
@ One of the hits of the show was 
IBM’s new Selectric typewriter, 
which replaces a moving carriage 
and a set of type bars with a single, 
globe-shaped element which carries 
the entire font. This element, along 
with a ribbon cartridge, moves 
across the paper. This innovation 
cuts down vibration, promises less 
mechanical difficulties, and increas- 
es speed. Another advantage is the 
ability to change typefaces easily 
and quickly. Priced under other 
IBM electrics, this typewriter, ac- 
cording to booth attendants, was 
already on a five-month delivery 
schedule. 
. « « for more details circle 1210, page 113. 
e A selection of envelopes, packed 
in a folder headed “Envelope Idea 
Swipe File,’ was being offered by 
Avrick & Co., Long Island City. In 
addition to samples of envelopes 
especially designed to do a promo- 
tion job, the file includes a detailed 
price list of stock sizes available 
from the company. 


. » for more details circle 1211, page 113. 


@ Shown publicly for the first time 
was the fifth in a series of booklets 
issued by S. D. Warren Co., Boston, 
designed to help the buyer of print- 
ing. This booklet, entitled “The 
Company Publication,” consists 
mostly of covers and pages of se- 
lected periodicals issued by indi- 
vidual companies. These are di- 
vided into the employe manual, 
publication, the sales publication 
and the customer publication. In 
addition to illustrations, the manual 
contains many useful suggestions 
about the organization and plan- 
ning of the company publication. 

- + « for more details circle 1212, page 113. 
® Royal McBee demonstrated its 
new paragraph selector to be used 
with any of its automatic electric 
typewriters. The attachment permits 
the typist to select any combination, 
in any order, of 30 pre-typed para- 
graphs, and to make fill-ins or en- 
tirely new paragraphs as required. 

A folder explains how to use the 
selector, while another describes 50 
ways an automatic typewriter can 
be used in business, and lists an ad- 
ditional 50 applications. 

- for more details circle 1213, page 113. 
© A set of new telephones with 
automatic dialing was shown by the 
New York Telephone Co. While not 
strictly direct mail, this equipment 
should save office time for execu- 
tives and others who use the tele- 
phone frequently, and was thus of 
considerable interest to visitors to 
the exhibit area. 

The simplest of the three instru- 
ments used a pre-punched plastic 
card which, when inserted in a slot 
in the telephone, automatically 
dialed the desired number. The 
other two carried a directory on a 
long roll of paper, with the tele- 
phone numbers on a small piece of 
magnetic tape. When the desired 
name was brought into position, the 
corresponding tape could operate 
the dialing mechanism. Both are 
faster and more accurate than the 
human digit. 

The instruments are not available 
in all parts of the country as yet. 
This information can be obtained 
from your own telephone office. 


e A new offset duplicator, the 1015, 
was exhibited by ATF, Elizabeth, 
N. J. Designed primarily for in- 
ternal production, this is the small- 
est in the long ATF line. It~<can 
handle stock from 3x5” to 10x15”, 
at speeds ranging from 3,400 to 7,- 
200 impressions per hour. Using a 
friction type feeder, it is simplified 
in operation and takes up a floor 
space of only 25x40”. 


- « « for more details circle 1214, page 113. 








QUALITY — SERVICE 
2 good reasons 
why you should 

switch to 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 

@ Postcards cost less than I¢ each. 

@ Top quality — winners of 9 straight 
L.N.A. Awards. 

®@ Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


Mm COLOURPICTURE PUBLISHERS, INC. 
400 Newbury Street, Boston 15, Mass 


FOR 


“PERSUASION BY MAIL” 
CAMPAIGNS 


1,000,000 
AMERICAN HIGHBROWS 
and MIDDLEBROWS 
AT THEIR HOME ADDRESS 


We have compiled and keep up-to-date a 
national listings of a minimum of one 
million individuals who reside in or near 
a city which supports a Symphony Or- 
chestra and/or an Art Museum and where 
member firms of the New York Stock Ex- 
change have either a main or branch 
office. 


On short notice, several million more 
names can be added to the list selected 
from the cities where we maintain a file. 


“High Brow — Middle Brow" visualizes 
their intellectual calibre and cultural in- 
terests. As to their social status, they are 
members of the “Upper-Upper,” ‘“Lower- 
Upper” and “Upper-Middle Class.” 


For descriptive literature and analysis of 
this list and similar listings, write us on 
your business letterhead. 


WALTER DREY, INC. 


Brokerage * Compilations * Research 
257 Park Ave. South, New York 10, N. Y. 
333 N. Michigan Avenue, Chicago 1, Ill. 
Member—Nat’!. Council Mailing List Brokers 
Mailing List Consultar.ts 
National Sales Representatives 
Occupant Mailing Lists of America 
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Multiple Form . . 


A Simple System 
for Handling Inquiries 


. A five-part form, prepared in a single 


typing, informs everybody at once, provides for follow-up, too 


Here’s how Raytheon, in a single step, sees 
that everybody knows about an inquiry and 
ensures that there is adequate follow- 
through on leads. 


By William H. Buck 

Advertising & Sales Promotion 
Commercial Apparatus & Systems Div 
Raytheon Co 

Lexington, Mass 


Customer inquiries, the fruit of 
advertising and a major source of 
ripe sales potential, are not being 
harvested effectively, left virtually 
to rot on the industrial vine. 

Although industrial surveys indi- 
cate more than 90% of customer in- 
quiries on a product announcement 
are being serviced by the home of- 
fice with the requested “additional 
information,” cnly 10% of these are 
ever followed-up with calls from 
salesmen. More than two-thirds of 
the inquiring companies are inter- 
ested in specific applications of the 
new product. 

This high spoilage of unharvested 
sales leads is largely due to the im- 
mensity of the crop. 

Large, diverse companies intro- 
duce hundreds of new products a 
year, either by advertising, publicity, 
or trade shows. Each announcement 
attracts hundreds or even thousands 
of customer inquiries. A salesman 
cannot possibly follow up this flood 
of inquiries personally, and his local 
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manager, already loaded with paper 
work, isn’t able to prod the sales- 
man on all leads. 

Even though local representatives 
are better qualified to screen cus- 
tomer inquiries, many firms are try- 
ing to do this at the home office, to 
take some of the paperwork load off 
the salesmen and regional managers. 


> Raytheon Co.’s Commercial Ap- 
paratus & Systems Div. has devised 
a new tool that assures 100% fol- 
low-up in the field with no extra 
paperwork. The correct salesman is 
notified of all inquiries and can con- 
tact the customer personally, either 
by a visit, phone call or letter, or by 
using a prepared postcard that in- 
troduces him to the customer and 
asks to be of further help. 

Raytheon’s new tool is a five-part 
inquiry follow-up form. Fitting right 
into the already well-oiled customer 
inquiry service machinery, the form 
is printed in a series of three per 
sheet to facilitate typing. 

The first part is a white gummed 
label that bears the inquirer’s ad- 
dress and is fixed to the envelope 
containing the requested literature. 
As it is typed, the address is trans- 
ferred to all parts of the set so that 
it need be typed only once. At the 
same time the source and subject of 
the inquiry and the date answered 
are typed on the attached stub. 

The second copy is a yellow file 
copy for the manager of advertising 
and sales promotion; the third 


(pink) copy is for the product su- 
pervisor or sales department; and 
the fourth (blue) copy is for the 
zone manager. 

The fifth and most unusual part of 
the form consists of a two-part fol- 
low-up post card. Already addressed 
to the customer, it is forwarded to 
the zone manager along with his 
blue file copy from the form. With- 
out any additional paperwork, the 
zone manager files his copy of the 
blue form and forwards the pre- 
pared post card to the proper sales- 
man who is thereby notified of the 
interested customer. 


> The salesman screens the inquiries 
and calls on the “hot” leads. To fol- 
low-up the rest of the inquiries, he 
need merely slip his business card 
into the slots provided on the fol- 
low-up card and drop it in the mail. 
The prepaid reply card not only in- 
troduces the local salesman, but also 
permits the customer to indicate ad- 
ditional and more specific interest, 
request more literature from the 
zone office, or at least cancel himself 
as a “serious” customer by checking 
that he requested the data as “gen- 
eral information.” A different form 
is used for each of the division's 
zones. 

Raytheon’s new follow-up form 
has accomplished two important 
functions—that of quickly following 
up every customer inquiry and hav- 
ing all inquiries screened at the local 
level by the salesman. 44 





psey-Tegeler & Co 


INVESTMENT SECURITIES 


Letter of Invitation 


How to Use 


a Film 


for Goodwill 


Simple, straightforward letters, sent 


to the right people, quickly obtained dates to show the film 


Here’s the story of a St. Louis in- 
vestment house which gained entry 
to difficult circles with a non-promo- 
tional, but effective, motion picture. 


By Mildred Weiler 


Development of the corporate 
image is a very important part of 
every well-balanced advertising 
program. When the product is an 
intangible, the building of the cor- 
porate image is not only more im- 
portant, but is often most effective 
in developing and maintaining a 
market. 

This is the experience of Demp- 
sey-Tegeler & Co., St. Louis invest- 
ment brokers, and the largest un- 
derwriters of religious and institu- 
tional bonds in the United States, as 
well as corporate and muncipal 
bonds. 


> In January 1961, Dempsey-Teg- 
eler sponsored the telecast of a spe- 
cial thirty-minute documentary film 
on the ceremonies for 


Cardinal Ritter (St. 


Joseph 
Louis) in 


Rome. The documentary, filmed 
and produced in Rome by KMOX- 
TV, was presented on KMOX-TV, 
Channel 4 on a Sunday evening 
from 5:00 to 5:30 p.m. 

The only commercial was _ the 
dignified statement: “This filmed 
account of the elevation of Joseph 
Cardinal Ritter to the Sacred Col- 
lege of Cardinals is presented as a 
tribute by Dempsey-Tegeler Co.” 
Along with this statement was the 
announcement that the film was 
produced in Rome for Dempsey- 
Tegeler by the KMOX-TV news 
department. 

“We had no idea of using this as 
a sales tool,’ A. E. Gummersbach, 
partner in the company, explains. 
“Our motive was only to use this 
method of paying tribute publicly 
to the new Cardinal instead of 
sending gifts as many other com- 
panies did.” 


> Later, members of the firm de- 
cided it would be a good idea if 
copies of the film could be made 
available to various organizations 
throughout the city and county. 
This would extend the original trib- 
ute motive, and at the same time, do 


an effective job in building the 
company’s corporate image. 

An extended version of the orig- 
inal television show was made on 
16mm sound film. The extended 
version runs 20 minutes longer than 
the original, and includes many 
shots that had to be eliminated from 
the original because of time. 

KMOX-TV provided the com- 
pany with the three 16mm extended 
versions. Cost of the prints to 
Dempsey-Tegeler was included in 
a package deal which covered cost 
of the original telecast. 


» A personalized form letter was 
sent to every Catholic religious or- 
ganization in St. Louis and St. Louis 
county, offering use of the film free 
with the compliments of Dempsey- 
Tegeler. Back came a 40% return 
and requests for booking of the 
film. Within three months, the film 
has had 85 bookings in schools, 
churches and institutions, with all 
three copies in use on some days. 
Ralph M. Zitzmann, member of 
the firm, who made the trip to 
Rome during the original filming, 
covers most of the film showings. 
He is introduced, before the film 
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Try 
POSTCARD 


LOWEST COSTS 


(Save on postage, too!) 


FULL COLOR 


(Shows your line best!) 


EASIEST HANDLING 


Use post cards for 
Introducing new lines. 
Retail sales helps . . . Promotions 
... Openings . . . Followups. 
WRITE FOR MIRROKROME KIT 


CZ. S. CROCKER CO., INC. 


.. Deals. 


1000 San Mateo Ave., San Bruno, Calif. 


OFFICES IN PRINCIPAL CITIES 
Aa OAS 
THE VISUAL 
EQUIPMENT 

TO FIT YOUR 

8 
NEED 


We 
have 
auto- 
matic ' is 
rojectors for poin 
a sale and trade 
shows. We have desk top 
viewers for both slides 
and film strips — 
with or without 
sound, designed with 
your salesmen in 
mind. For Information, 
Write Dept. A1261 


ae iA 


through the sales resistance 
barrier! The executives who 


may be too busy to see your 
representatives today can be 
analyzing your sales message 
in the next issue of 


Advertising & | 
Sales Promotion 
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showing, as a member of the 
Dempsey-Tegeler Co., “which is a 
member of the New York Stock 
Exchange and which specializes in 
religious financing.” No attempt is 
made to sell or even recruit pros- 
pects for institutional financing. 

At close of the film showing Mr. 
Zitzmann holds a question and an- 
swer period. The questions, how- 
ever, relate to the religious film, 
and deal usually with questions re- 
lating to the Cardinal or incidents 
that may have occurred in Rome 
during the filming. 

“We have been complimented be- 
cause we refrain from advertising,” 
Mr. Zitzmann said. “This promotion 
is designed to give us a corporate 
image and establish our identity as 
an investment house, and it has 
caused people to think about reli- 
gious institutional bonds and con- 
nect the name Dempsey-Tegeler & 
Co. with such financing.” 


> Although use of the extended 
versions of the film were originally 
intended to be shown at religious 
schools and organizations, the com- 
pany has also received requests to 
show it before fraternal organiza- 
tions and men’s clubs during noon 
day luncheons. This gives the com- 
pany still another area in which to 
build its corporate image, before 
non-Catholic groups. 

In addition to the original digni- 
fied statement of sponsorship used 
on the original tape, the extended 
version also carries a statement of 
appreciation and thanks to the 
“many institutions Dempsey-Teg- 
eler has been privileged to serve 
through the medium of institutional 


bonds.” 


> An unexpected benefit developed 
when tv stations in Louisville, Ky., 
and Indianapolis, Indiana, asked for 
permission to show the original tape 
on their stations. 

Since then Dempsey-Tegeler has 
gotten out a letter to all tv stations 
in the United States, coast to coast, 
offering them use of the original 
tape without charge. With branch 
offices in 48 cities coast-to-coast, 
the opportunity to build its corpo- 
rate image in these cities will be 
greatly boosted each time the tape 
is shown over any of the tv sta- 
tions in these cities. To date, 38 
stations have shown the film, and 
more than 20,000 people have seen 
it in private showings. 

Among the letters of appreciation 
that pour in every day from those 
who see the extended version at 
private gatherings, are many who 
express thanks for the timeliness of 


the program. The extended version 
was offered almost immediately fol- 
lowing the showing of the original 
tape. 


> Dempsey-Tegeler, founded in St. 
Louis in July 1933, also uses daily 
time on radio time in a 5-minute 
news cast and sponsors a “Business 
Today” program. In addition it uses 
direct mail, daily newspaper adver- 
tising, and publishes and mails its 
own four page magazine, Current 
Comment to 35,000 clients and 
prospects. 

In a continuous build up of its 
corporate image, the company uses 
display booths at conventions, and 
offers the visitor, free, a picture of 
himself, taken under the Dempsey- 
Tegeler logo at the booth. Pictures, 
processed immediately, are pre- 
sented within minutes to the visitor. 
In a 3% day convention recently, 
2,400 photographs were taken and 
given away as part of the com- 
pany’s institutional advertising pro- 
gram. 44 


Bausch & Lomb Tells 
Of Low Cost Projector 


Bausch & Lomb, Rochester, N.Y., 
has announced the addition of the 
Balomatic 605 to its line of slide 
projectors. 

It is a lower-cost companion to 
the company’s Balomatic 655, selling 
at $79.50, yet “containing all the es- 
sentials of the 655 model,” according 
to publicity material. 

Operation is by a push-pull knob 
on the central control panel. Slides 
can be shown either forward or in 
reverse. The projector is supplied 
with a slide tray, a 4” £/3.5 lens, and 
comes in a corrugated carrying case. 
Accessory projection lenses include: 
5”’f 3.5 with iris diaphragm (19.50); 


They're advertising a new brand of 
birdseed on tv—looks like a good 
thing. 





SIFTING UNWANTED COLOR FROM WHITE 


West Virginia’s new styling program is doing it! 
Now under way at West Virginia—a new styling program that's 
improving the appearance of the printing papers you use. 
For the first time, consumer color trends and preferences 
are being used to determine the most desirable shades of 
white. Then, advanced scientific methods are employed to 
uniformly produce these shades without increased cost to 
you. The result: a unique balance of visual brightness, opac- 
ity, cleanliness, texture and gloss. 
Faber Birren, noted color stylist, has 
been retained by West Virginia to guide 
and evaluate this extensive restyling and 


West Virginia 
yo Pulp and Paper 


research program. A good example of the end product is in 
your hands right now—new STERLING Litho-Gloss, Snowtone. 
Note the snow-white color of this page, its brightness, cleanli- 
ness and clarity. Note the subtlety in color reproduction, how 
the basic tone of this newly restyled West Virginia paper con- 
trasts beautifully with the printed matter. 

You'll want to get more information on the many papers 
already restyled and ready for your use in exciting new Snow- 
tone, Cleartone and Skytone shades. 
Just write: 230 Park Avenue, New York 
17, New York, or contact a sales office 
listed below. 


FINE PAPERS DIVISION/ COMMERCIAL PRINTING PAPER SALES: 230 PARK AVE., N.Y.17, N.Y., MU 6-8400 ¢ PHILADELPHIA NATIONAL BANK BUILDING, 
ROOM 1440, BROAD & CHESTNUT STS., PHILA. 7, PA., LO 8-3680 ¢ IN WASH., D.C.: CALL ENTERPRISE 1-3680 ¢ IN BALT., MD., ENTERPRISE 9-3680 


Offices in Chicago, Cincinnati, Detroit, Pittsburgh, San Francisco. Enterprise Nos. in Cleveland, Los Angeles, Milwaukee, Minneapolis-St. Paul and St. Louis. 


This insert lithographed on STERLING Litho-Gloss, Snowtone, 25 x 38—100#. 
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7” £3.5 ($29.50); and 3 34-642” 
zoom lens ($49.50). A carrying case 
is available at $12.95. 44 


Association Catalog 
Lists Motion Pictures 


Association Films has made avail- 
able a catalog listing the free loan 
and rental motion it is 
distributing 


pictures 


The catalog offers a new series 
entitled “The American Civil War” 
recreated from the photographs of 
Mathew Brady. 


for more details circle 1215, page 113. 


Radiant Announces Tripod 
With Automatic Features 


A tripod projection screen, the 
GlowMaster, that “opens by itself,” 
has been announced by Radiant 
Mfg. Corp., 8220 Austin Av., Morton 
Grove, Il. 

A feature known as the Magic 
Tri-Lock, operating in response to 
a push on a lever, will: 
® swing open tripod legs, 
® raise the extension rod, 
® swing the screen case to horizon- 
tal position. 

According to the company, the 
GlowMaster also features the first 
low-priced silver lenticular screen 
surface 

The screen is available at photo- 
graphic dealers with prices starting 
at $29.50. Announced sizes include 
30x40”, 40x40”, and 50x50.” 44 


Protective Plastic Rather grim 
words for such a pretty young lady 
but she is holding the new Vular 
sheet protector added to the line of 
protective plastic envelopes made by 
American Kleer-Vu 
York, N.Y 


Plastics, New 


80 - BOGR - December 1961 


ry A [ | : iy ViVi SISEERGRERERERES 


FILM REVIEW 
Si SERRRCRRRRRRRRCERR ERR ERE Eeee 


Each month, A&SP editors review films and 
filmstrips of interest to advertising and sales 
promotion men. to help them look at the field 
more critically, to improve standards and un- 
derstanding of the technique. Sponsors are in- 
vited to submit films for review. 


Public Relations 


An Old, Old Story 


ne 


The “actors” in this film are the 
elaborate greeting cards in fashion 
during the 19th century. Special 
camera treatment transforms the 
characters on the card to give 
animation. David L. Strout, Dean, 
Rhode Island School of Design, con- 
ceived, wrote and directed the film. 

An interesting example of a uni- 
que process for making movies. E.s. 


Public Relations 


Sealed in Glass 


This is one of the most impressive 
films we have reviewed in months. 
A good script, excellent animation, 
fine musical arrangement and spe- 
cial effects, add up to a very satis- 
fying end product. 

It is worth seeing if you are in- 
terested in packaging materials, if 
you use anything that comes out of 
packages, if you are concerned with 
motion picture production. 

Especially worth commenting on 
is the animation used to explain the 
glass making process. There is such 
a good spatial relationship between 
the actual photography of the ma- 
chines in action, and the very sim- 
ple animation, that the operation of 
a most complicated piece of equip- 
ment becomes clear, as the editor 
cuts from live action to animation. 

When we reviewed the experi- 
mental film “N.Y., N.Y.” in June, 
1961, we said, in part, “No com- 


mercially-sponsored film could use 
these techniques just as they are, 
but . . . few commercial-sponsored 
films could not use more imagina- 
tion of the kind exhibited here.” 
This film used these techniques, 
and as a matter of fact, done by the 
same man, Francis Thompson, 
whose impressionistic sequence at 
the end of the film, sums up the 
total impact of the rest of it. 

It leaves the viewer with a new 
respect for glass. The sponsor should 
get much more than his money’s 
worth out of this production. R.B.K. 


Public Relations 


People Into Audiences 


As in so many things, the dis- 
tributor of sponsored motion pic- 
tures has never used its own 
medium to tell its story. At last, 
Modern has. 

The distribution of a sponsored 
motion picture is a vital part of the 
process of having a movie made, yet 
so often, it is an afterthought. 

Modern tells its story at length. 
If you are involved in the sponsor- 
ship of a motion picture, you should 
see this one. E.S. 


Her fee is high, but she has pulled in 
several large accounts. 





Using Stills in 
TELEVISION 


An agency executive calls for a more 
imaginative use of stills and of type 
for television production. 


By W. D. Morrissey 
TV-Radio Director 
Taylor & Jenkins Inc 
Pittsburgh 


Smith 


About 15 years ago there seemed 
to be little opportunity for the use 
of stills either photographs, art 
or typography in television, the 
newest medium. Today, the oppor- 
tunities are many, and some uses of 
stills are making entertainment his- 
tory. 

Consider: a network program 

hundred _photo- 
graphs and printed messages to re- 
create the Old West, with commen- 
tary by Gary Cooper; a half-hour 
program produced by the Steuben- 
ville, Ohio, Catholic Diocese fea- 
tures a priest narrator and several 
magnificent reproductions based on 
the life and work of Michelangelo 
Buonarroti; a complete 26-week 
series, sponsored by the Westing- 
house Broadcasting Co., is based on 
the photographs of Mathew Brady, 
using thousands of original photo- 
graphs, etchings, sketches, etc., from 


features several 


Civil War days. Critical reviews 
indicate that no amount of live 
portrayal, short of reincarnation, 
could have created so much appeal 
as the reproduction of art and type 
on paper. 

Yet in the early days, television 
was actually considered the enemy 
of stills, and fine photographs, 
printing, and typography were con- 
sidered unnecessary in _ television. 
Many print people still think the 
magic mirror is alien to their inter- 
ests. 


> In the early days of television, it 
was almost impossible to get print 
or type people interested in produc- 
ing for television. Their position 
was understandable from the view- 
point of quantity and profit. A sin- 
gle direct mail piece required more 
type and printing than a week of 
shows. Yet, the single lines of type 
used either “on camera” or as “su- 
pers,” may have had many times 
more impact. 

Certain typographers did experi- 
ment, reluctantly, in the printing of 
whites on blacks and the hot stamp- 
ing of overlays, for long-time cli- 
ents who were entering the televi- 
sion field. The result was good re- 
production in limited quantities of 
what was usually bold, sans-serif 
type designed to be superimposed 


over the televised picture of a prod- 
uct, or to be tipped on to easel cards 
and set beside the product. 

Most of the lettering or art on 
paper was done by the art studios. 
This is still the case, and many of 
them are expert at creating for tel- 
evision. 

Most of the early art, however, 
and some of the current art for tel- 
evision is very poor. The three-by- 
four proportion is observed, and 
the boldness is certainly observed. 
For those very reasons, the art fre- 
quently comes off as horsey, unap- 
pealing work which may lose cus- 
tomers as quickly as a dirty sign 
over a food display. The people 
who are producing this kind of art 
are generally still following the old 
maxims of the video business 
keep it broad, bold, big and simple 
because television reproduction is 
monumentally poor. 


> Unquestionably television repro- 
duction is still far removed from 
300-line or gelatin process printing, 
but it has improved tremendously 


Dramatic Still Portrait of Gen. U. S. 
Grant by Mathew Brady was used on 
several programs. In one, the camera 
started with a tight close-up of the 
eyes, and slowly pulled back until the 
entire portrait was shown 
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in the past decade and, as technol- 
ogy advances, will continue im- 
proving until the picture is quite 
like a photographic print. 

In the meantime, it seems it 
would be well for print people to 
look at television for potential in 
furthering appreciation of good 
printed material, and in helping 
with the profit, too. Surely there 
must be a way to print one line 
“supers” and brief messages in 
limited quantities on a _ regular 
basis, at prices agreeable to client 
and supplier. There must be a way 
to keep type flowing during many 
different programs, especially news 
programs, since it is an accepted 
axiom that recall is improved by as 
much as 50°, when the video is 
spelled out in synchronization with 
the audio. There. must be a way to 
keep television producers and di- 
rectors aware of the fine work be- 
ing done in print locally. For in- 
stance, it has been suggested that 
various well-illustrated magazines 
be mailed to local show producers, 
and certainly many universities 
have any number of beautifully 
printed pieces of high interest value, 
which might inspire producers if 
they received the material regular- 
ly 

There is no reason why individ- 
ual stations can not put together 
programs utilizing print material as 
the networks have, and as the mo- 
tion picture industry has. Anyone 
who saw Lust for Life, the story 
of Van Gogh, knows how exceed- 
ingly well a camera playing on still 
art can create symphonies of light, 
motion and excitement. 


> It may be safely said that print is 
already being promoted by educa- 


IN THE MARKETPLACE 


e Slide Viewer A table-top 
viewer for 2x2” slides, this unit 
uses a standard 40-watt bulb, holds 
20 slides on four ledges. Flush side 
walls permit viewing area to be en- 
larged by placing more than one 
unit in a row. Retail price for Model 
502-2 is $13.98 Pictar. 2212 E. 12th 


St., Davenport, Iowa 


e Lightweight Silent Filmstrip 
Projector Weighing only 4% 
pounds, this unit’s 150-watt bulb 
gives a brilliant picture with 110 lu- 
mens at the screen. Only 734” long, 
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tional television stations in their 
regular broadcasts, and in closed 
circuit broadcasts to schools and 
special groups where they regularly 
discuss and encourage the reading 
of various printed matter. This ac- 
tivity and the wide broadcasting of 
praise for National Library Week, 
by commercial as well as educa- 
tional stations, has gone a long way 
toward helping the increase in book 
purchases and lending. 

But the ground is fertile for in- 
creased commercial planting. There 
should be more shows built around 
printed material, featuring it in 
both video and audio. It will hap- 
pen long before color television be- 
comes the norm, and it will pay 
dividends to both print man and 
tv man. 

It has been said that if Shake- 
speare were still living he most as- 
suredly would be writing for tele- 
vision. Why, then, should the medi- 
um which projected his work 
through the ages be bashful about 
showing its light through the cath- 
ode screen? 

Consider these possibilities: a 
program on art (college fine arts 
departments may provide canvases, 
sculptures and prints for several 
shows); a program on the automo- 
bile industry (the morgues of the 
newspapers have enough stills to 
set the screen alive with adventure 
and movement) ... but these are 
the obvious ways to put photos, art 
and type to work in television. 

Let’s see the print people get 
busy on the project. Between the 
print people and the television pro- 
ducers, there’s many a fine show 
just waiting to be produced, and 
many moments in current shows 
waiting to be brightened with print. 

44 


3” wide and 612” high, it has a re- 
mote control, push-button changer. 
It even has a built-in cooling fan. 
Price for the remote control unit 
about $70; the manual changer. 
weighs 414 pounds, cost $10 less .. . 
Graflex Inc., 3750 Monroe Av., 
Rochester 3, N. Y. 


© Desktop Sound Filmstrip Viewer 

. A completely automatic rear- 
screen viewer is offered by DuKane. 
Called the Av-Matic, the unit has a 
9x7” screen, is instantly ready for 
use. It is ideal for countertop sales 
promotion. Weighs 17 pounds, lists 
at $198.50 . . . DuKane Corp., St. 
Charles, Ill. 


© Thin Plastic Records . . 


. Inex- 


See the Pretty . . . girl. How did she 
get that way? She is a model. She 
lives in Italy. She was told to dress 
like an American teenage girl. She 
did her best. She got publicity for 
Cinebox, Italian-made automatic, 
sound-motion picture unit for show 
ing selections of short films in pub- 
lic places. Moral: when the real 
thing is often sloppy, don’t be sur- 
prised if the imitation is also. Cine- 
box is handled in the U.S. by Don 
Twomey Associates Inc., 230 5th 
Av., New York 


pensive flexible plastic records are 
again available, this time from 
Americom Corp. In addition to cus- 
tom-made records, the company is 
offering Christmas greetings that 
sing to the recipient, in stock covers. 
Americom Corp., 12 E. 41st St., New 
York 17 


@ Rearview Slide Projector . .. The 
new COC Master 10-10 holds a 
magazine of 36 2x2” slides, which 
can be changed by remote control 
button, automatically at pre-set in- 
tervals, or through signals from a 
tape commentary. With a 10x10” 
screen, the unit can be pre-loaded, 
and turned from its carrying posi- 
tion into projection position in sec- 
onds. Weighs 17 pounds, lists at 
$129.50 . . . COC Industrial, 37-19 
23d Av., Long Island City, N.Y. 


@¢ Compact Filmstrip Projector .. . 
The V.LP. is a self-contained unit 
which contains both record player 
and projector, but folds down into 
a lightweight vinyl-covered mag- 
nesium case, only 15x19x5’. The 
record player plays all four speeds, 
and the unit can use its own rear- 
projection screen or a_ standard 
large screen. Shipping weight, 17 
pounds; remote control change 
model, $189.50; manual model, 
$169.50 . . . B. R. Gilbert Associ- 
ates, Box 324, Woodland Hills, Cal. 
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Coordinated Packing . 


Packaging to 


. . For its custom packing, North Amer- 
ican used a different color panel on each size 


white — with the corporate emblem for identity. This resulted 
red, blue and in the unexpected benefit of better handling from 


movers 


Sell a Service 


North American Van Lines uses package 
design to symbolize the intangible it de- 
livers only after it has been sold. 


By C. D. Pease 
Merchandising 
North American Van Lines 

Fort Wayne, Ind 


Director 


A manufacturer considering pack- 
age redesign has many factors to 
evaluate—convenience, cost, atten- 
tion on the shelf, shipping costs, ‘etc. 
In all cases, however, he knows that 
the chronology of his customer re- 
lationship goes from the package to 
the product. The package is de- 
signed to help make the sale — the 
product does the job of keeping the 
sale made. 

When North American Van Lines 
first began to consider the problem 
of a complete corporate redesign, 
many false starts were made until 
a simple concept was established. 
Our service, the moving of house- 
hold goods, high value products, 
exhibits and displays and certain 
new products, needed a “package” 
which sold after the decision to buy 
had been made. 


> Unlike a manufacturer, we do not 
determine what our product is. 
Certainly, the Interstate Commerce 
Commission can and does determine 


what we can do. Our own methods 
and procedures control the quality 
of the service rendered — but the 
actual determination of our product 
rests largely in the minds and cir- 
cumstances of our customer. A 
transfer is quite often a happy oc- 
casion, a promotion, a_ victory—in 
many circumstances it is unhappy, 
depending upon the reasons for 
moving and in many cases the place 
to which the move is going. In any 
event, it is highly personal and in- 
volves strong emotional reactions. 

How do you package “care—con- 
sideration — courtesy,” the intangi- 
bles that separate movers from 
“truckers?” Recognize first of all 
that several facts are true in the 
mind of your customer. 


1. The product — a successful move 
- is manufactured in his presence. 


2. He has no ability to test any of 
the components of the move until 
it is all over. 

3. Because it is a relatively infre- 
quent kind of purchase, his “ex- 
perience factor” is low. 


4. Due to his emotional involvement 
with his household possessions and 


the unjustified unfavorable “funny 
paper” concept of a truck ¢river 
his initial posture is 
critical and harassed. 
Having “bought” a move, the 
customer first starts seeing the 
“product” when the packers arrive 
at his residence. Traditional practice 
in the moving industry is to create 
cartons with either a_ distinctive 
decoration involving company iden- 
tification or “alternate use” designs 
(playhouses, etc., for the children). 
North American chose to combine 


suspicious, 


Origina! Insigne . . . This is the way the 
emblem was used, in the place for which 


it was primarily designed 
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distinctive design with a new con- 
cept content design. 

We analysed the usual contents 
of each of the standard carton sizes 
utilized by movers. The total carton 
design was then effected to the end 
that proven emotional response pat- 
terns to certain color combinations 
would create in the customer's eye 
a picture of the kind of move he 
Was getting 

For example, the smallest size 
carton used is a 1.5 cubic foot car- 
1842x12x12”, de- 
signed te hold a maximum of 65 
pounds with a bursting test of 200 
pounds per square inch. Under nor- 
mal circumstances this carton will 
be packed with the more personal, 
high density items of the household 
such as books, records, small de- 


ton, measuring 


corative items 

This carton is designed with an 
all-white exterior facing with two 
side panels done in red (picked up 
from the red, white and cream North 
American colors). The two end 
display the new circular 
North American symbol and the dis- 
tinctive slanted North American 
Van Lines signature. The signature 
repeated within the red 
panel at the bottom 

The red and white carton design 


panels 


line 1S 


reates a feeling of warm, personal 
care. Its whole appearance is to- 
wards the “jewel box” type of pack- 
age. It says in effect, “I represent 
careful care, attention, 
cleanliness.” The design reflects not 


only the relationship of the contents 


personal 


of the carton to the customer, but 
also North American Van Lines’ 
concern for the contents 


> The pattern is 
throughout the 


same repeated 
complete line of 
containers, utilizing different com- 
binations of colors as the contents 


change. The next two larger sizes, 


oad 


Don't worry. If the women don’t buy 
this package, the men will. 
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(3 and 6 cubic feet) utilize blue 
side panels on kraft or white side 
panels over kraft. These generally 
will be packed with the more bulky, 
less heavy and less personal items 
such as bedding, pots and pans, etc. 
Each carton combines the protective 
strength of the kraft liner in one 
case with modern, careful care 
(blue) and cleanliness and care 
(white). 

A variation occurs in the “barrel,” 
a heavy duty cardboard containe 
for china. In this case, the interion 
of the carton is white cardboard 
liner, with exterior panels on the 
side overprinted in white on kraft. 


>» Referring to the four points cited 
above, it is easy to see the impor- 
tance of creative packaging to a 
service industry. In buying a service, 
the customer can only judge its 
worth in a highly subjective maner. 
Having been told, and sold, on ex- 
pecting a personalized service, then 
having that service performed by 
people who are complete strangers 
(and will likely never be seen after 
completion of the move) the physi- 
cal elements of the move, packing 
and containers, vans, uniforms, etc., 
must inject a feeling of warmth and 
care. 

As the individual cartons are 
packed and stacked, the color com- 
binations maintain a warmth far 
superior to the impersonal drabness 
of the usual packing carton. The 
combination of the colors is fur- 
ther picked up by the new North 
American Van design which utilizes 
the three colors featured through- 
out the container line—blue, red 
and white. 


>» The carryover from the carton to 
the van is another visual link in the 
story that we tell—complete, all- 
the-way gentle care: In each step 
of the performance of the move, the 
same colors appear and reappear in 
varying combinations. In each case, 
predominance is given to that color 
or colors which visually reflect as- 
surance to the customer that his 
needs or wants are being met. 
The importance of a visually at- 
tractive, compatible “use-oriented” 
design for a service industry of our 
type draws additional support from 
the fact that most consumers tend 
to become more critical viewers of 
advertising on a product after its 
purchase. These cartons become in- 
the-home advertisements, reassur- 
ing the purchaser at a time when 
any emotional balm is welcomed. 


> Curiously enough, after complet- 


ing the design, additional benefits 
became apparent. The color “coding” 
of the cartons had a tendency to 
make a packer more aware of the 
differences between the cartons and 
their contents and is reflected in 
their handling. It permitted the in- 
troduction of more uniform packag- 
ing procedures by making the car- 
ton differential more than one ol 
simply size. 

Miniature versions of the entire 
line have been produced and are 
available to agents to use in their 
sales calls. Often the “Carton Kits” 
are left behind as a potent sales 
reminder. Coupled with the minia- 
ture North American Vans avail- 
able for many years, children find 
the cartons and vans an exciting 
and engrossing game. Parents ap- 
preciate this even more as it is a 
tested way to orient the children 
into the moving period. 

Packaging redesign has proven 
to be a natural for North Ameri- 
can. While in operation our “pack- 
age” may completely differ from 
that of the product manufacturer 
its results are no less important. ¢4 


Air-Vented Shrink Film 
Developed for Produce 


The first shrinkable film with air- 
vent perforations for fresh produce 
packaging has been announced by 
Reynolds Metals Co. 

A new addition to the Reynolon 
line of oriented polyvinyl chloride 
(PVC) products, the new film is 
made with a patented process which 
makes tiny reinforced perforations 
in the film. Due to the reinforce- 
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Best in Show This wrapper, designed 
by Jack Rattle, Interstate Bakeries Corp., 
and produced by Zellerbach, 
Western-Waxide Div., San Leandro, Cal., 
was given top honors in the 6th annual 
competition of the Natl. Flexible Pack 
aging Assn 


Crown 


Gravure-printed in_ five 
colors, the wrapper is of foil, coated 
with heat-seal 


lacquer, laminated to 


sulphite and waxed on the paper side 





ment, no tearing will originate at 
the perforations, according to Wood- 
row J. Vogel, general manager of 
the Reynolds plastics division. 

“This product provides the pro- 
duce industry for the first time with 
a film combining all the qualities 
needed for increased retail sales 
and product protection,’ Mr, Vogel 
said. 

“The merchandising impact of a 
brilliant, clear, skintight wrap and 
the film’s high machinability and 
shrink qualities now are comple- 
mented by built-in perforations 
which preserve the quality of fruits 
and vegetables by allowing them to 
breathe.” 

First application of Perforated 
PVC is reported by a South Caro- 
lina packer to pre-package peaches 
for long distance distribution. Ac- 
cording to Reynolds, tests have 
shown that it works equally well 
with all other types of produce. 44 


Reynolds Announces 
Packaging Innovations 


A new machine and a new pack- 
aging material have been recently 
introduced by Reynolds Metals Co., 
Richmond, Va. 


e The machine reported to be the 
first of its kind, is an automatic 
high-speed bundler designed spe- 
cifically for shrink film multi-pack- 
ing of cans and cannisters. 

Called the “Campbell Wrapper,” 
the machine is produced by Hudson- 
Sharp Div., Food Machinery and 
Chemical Corp., Green Bay, Wis. It 
is used with “Reynolon,” a clear, 
strong, heat-shrinkable film  pro- 
duced by the Reynolds plastics di- 
vision. It can bundle cans or can- 
nisters into a countoured, heat- 
sealed multi-pack at speeds up to 
100 bundles per minute. 


e The material, combining the ad- 
vantages of aluminum and rubber is 
produced by permanently vulcaniz- 
ing aluminum sheet and foil onto 
rubber. The process is made possible 
by a special aluminum coating de- 
veloped by the Reynolds Packaging 
Research Division. 

Reynolds applies the coating to 
the metal and ships it to customers 
in roll form. When the rubber is 
vulcanized the aluminum becomes 
an integral part as difficult to re- 
move as the tread on an automobile 
tire. The exposed aluminum $sur- 
face can be decorated with color, 
printing, or embossing and the fin- 
ished material combines the surface 


toughness, corrosion resistance and 
insulative values of aluminum with 
the flexibility of rubber. 44 


Fact Booklet on Plastics 
Released by Cadillac 


The outstanding properties and 
typical industrial applications of 13 
major plastic families are described 
in a- booklet available from Cadillac 
Plastic & Chemical Co., Detroit. 

All in common industrial use cur- 
rently, the plastics described in the 
six-page booklet include acrylic, 
Implex, Nylon, Teflon, polyethylene, 
flexible and rigid vinyl, cellulose 
acetate, butyrate, polystyrene, high 
and medium impact styrene, phe- 
nolic and fibrous glass reinforced 
polyesters and epoxies plus Mylar, 
ABS, and acetal. 

Most of the material summarizes 
that presented in Cadillac Plastic’s 
educational program, “Getting Ac- 
quainted With Plastics.” The cover 
page contains corrections on five 
rather widespread misconceptions 
about plastics. 

- . « for more details circle 1216, page 113. 


New Package Wraps 
from Outer Space 


Package designs, created with au- 
thentic, detailed, full-color maps of 
the world, outer space and fantasy 
land are now available to packag- 
ing users by American Map Co. 

The patterns capitalize on con- 
sumer interest in areas shown which 
cover continents, countries, states, 
the solar system, star chart, Bible 
Lands, etc. Specialized designs — 
keyed to specific products, — are al- 
so available. 

Complete design, printing, stock 
and cost information on this new 
development in packaging available 
from the Packaging Div., American 
Map Co., 3 W. 61st St., New York 23. 

44 
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Right off the bat, you'll notice there's 
no crab grass. 





Call out your brand name to 
vast, new audiences with Thilco 
TRADEMARKED Protective Papers 


For just a few pennies more than plain 
Papers, you can have Thilco’s Protective 
Papers PRINT-DECORATED to advertise 
your brand name wherever your products 
travel. Actually, you double the value of 
your protective wrappers because they 
become eloquent traveling salesmen, 
building prestige and recognition for 
your company while increasing the eye- 
appeal of your products. For further 
benefits, Thilco PRINT-DECORATED Pro- 
tective Papers can include product model 
identification and code information to 
simplify inventory. The space is free, 
imprint cost is negligible, profits are 
unmeasurable. Let your packages 
“Speak"’ for you by using Thilco PRINT- 
DECORATED Protective Papers. Write for 
complete details, today! 


Jones & Laughlin Steel Co. takes full 
advantage of Thilco Trademark deco- 
rated heavy-duty wrappers on their coils 
and sheets. Thilco Protective Papers are 
made to your most exacting requirements 
and can be furnished in sheets, rolls, 
pre-cut sheeted rolls and bags. 


THILCO PAPERS INCLUDE: 


Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Borri- 
ers, Non-Staining Resin Lam- 
inates, Polyethylene Treated 
Papers, Glassines and Grease- 
proofs, and Specialty Krafts 
ond Bags. 


Write for free Sample Kit 


NEW YORK ¢ CHICAGO ¢ DETROIT * BOSTON 
PHILADELPHIA ¢ CINCINNATI * KANSAS CITY 
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Arnold Especially good for 
department stores and home shows, this 
collection of bread plates can be 

used almost anywhere, in varying 

kinds of space 


YALE Lock 
COLLECTION 


Batharama (ne of the heaviest of 
touring exhibits, this collection 

of antique bathtubs, displayed in front of 
stylized settings, toured only a short 
time, but has had great p.r. impact. 


ft} ff f 

i Pity ry 

THE Atul) UL paners 
COLLECTION OF BREADPLATES AND SERVERS 


Locks One of two exhibits sponsored 


by Yale & Towne, this is used mostly 
in banks and stores. The other, more 
institutional, is suited for museums 





Many leading companies have 
helped to build their reputation 
through exhibits that used the past 
of their industry or their own past to 
get public attention. 


By Etna M. Kelley 


One way to capitalize on the current wave of 
interest in nostalgia is through a traveling exhibit 
with a historic theme. Such an exhibit brings 
goodwill to the organizer and assembler, and to 
those who borrow and show it. 

The task of building such an exhibit is easier for 
the firm which has its own permanent museum, 
or even a collection of its own mementoes — its 
early products, old catalogs and advertisements, 
photographs of the founder and early employes, 
of the original building and the like. A young 
company may form its own collection, by gather- 
ing items relating to the early days of its industry. 
Sometimes a collection grows out of the hobby of 
a company executive. In some instances, a com- 
pany acquires a comprehensive collection from a 
hobbyist or an estate. 

It is possible to stage a temporary exhibit, even 
a traveling one, by borrowing froni museums, 
libraries and historic societies. 


> The success of a historic traveling exhibit 
depends not only upon its content, important as 
that is, but also upon the promotion supporting 
it. Along this line, there should be a release out- 
lining the highlights of the exhibit, which local 
exhibitors may adapt to their needs, by filling in 
names and dates, for newspapers, radio and tele- 
vision stations. Other possibilities include the is- 
suance of printed invitations and a special show- 
ing to which representatives of the press are in- 
vited. Almost a “must” is a leaflet, brochure, cat- 
alog or booklet for distribution to visitors. If at- 
tractive and informative, such materials are re- 
tained permanently by a good percentage of view- 
ers. 

Another decision which should be made in ad- 
vance is the method of shipping the units of the 
exhibit, and who should pay the charges. Methods 
vary. Sometimes the originator pays the shipping 
charges both ways, sometimes only one way, and 
sometimes the user is required to pay all such 
charges. 


> In the accompanying columns are examples of 
historic exhibits now on tour, or which have been 
on tour within the last few years. The sponsors 
are manufacturers, associations and a bank. The 
exhibits have been shown at museums, depart- 
ment stores, banks, art galleries, fairs, conventions, 

table on p. 88-89; text continued on p. 90 


Civil War Photography . . . This very popular recre- 
ation of Mathew Brady's Civil War equipment was 
especially suitable, since Ansco is a descendant of 
the company which actually supplied Brady. 


istoric 
exhibit on 


Elsie the Cow While Elsie is hardly historic, her 
settings and furnishings have made this one of the 
most popular of all exhibits, since it started at the 
New York World’s Fair of 1939. 


“ 
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YOUR DISPLAYS 


with MOT/ON 


and for your 


ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor—low 
cost quiet opera- 
tron 

Write for details. 


() VUE-MORE TURNTABLES 
"| BREVEL MOTORS 


VUE-MORE CORPORATION 


601 WEST 26th STREET 
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SPONSOR AND 
EXHIBIT 


Yale & Towne Mfg. Co. Two exhibits 
based on company’s world-famous lock 
collection. One is sent out by firm’s 
public relations department. The other, 
called “Style and Security,” is circu- 
lated through the American Federa 
tion of Arts, non-profit, educational or 
ganization 


Assn. of American Soap & Glycerine 
Producers. Exhibit of antique tubs and 
related accessories: ‘“Batharama.” 


National Shoe Institute. “How Modern 
Shoes Are Made,” exhibits demon- 
strating the many steps in manufac- 
turing a shoe, with two exhibits of an- 
tique shoes and related items, as at- 
tention-getters 


Chase Manhattan Bank. Museum of the 
Moneys of the World. Museum is at 
Rockefeller Center, New York, but 10 
to 12 traveling exhibits derived from 
it are kept on tour to member and cor- 
respondent banks 


The Borden Co. Elsie the Cow, origi- 
nated during the World's Fair in 1939, 
now goes on tour and is appearing at 
Freedomiand, New York, in a Victorian 
setting 


Ansco Div. General Aniline & Film Corp. 
Reproductions of wagon and buggy 
used by Civil War photographer Mathew 
Brady, including cameras and darkroom 
Enlargements of photographs made by 
Brady by the wet plate process 


DESCRIPTION 


Each consists of antique locks and re- 
lated hardware, with more recent locks 
manufactured by Yale & Towne. They 
represent 4,000 years of lock history 
Items include a lock used 2,000 B.C 
prison and bank locks, a 19th century 
lock with a key nearly a foot long 


Early tubs, including one of copper, 
which belonged to a general of the 
American Revolution; a wooden slat tub 
used during the 1700s; many dating 
back to the 1800s; an early shower 
bath; soap dishes, shaving mugs, etc 
Period settings were designed for the 
exhibits by Tom Lee 


Antique section consisted of old shoes 
fans, gloves, etc., borrowed from mu- 
seums; with specially designed artwork 
featuring antique shoes. 


More than 75,000 specimens of money, 
going back 5,000 years. Specimens in- 
clude a coin honoring Alexander the 
Great, biblical coins, including the 
“widow's mite,” wampum, coins of 
Caesar's era 


Elsie’s current setting at Freedomland 
is a big brass bed, with furniture and 
decorations of the 1890s. Her Mobile 
Barn Boudoir is also with Gay Nineties 
decor. 


There are two exhibits, on tour since 
spring. Besides the wagon and buggy, 
there are 125 photographs ranging in 
size from 4 x 5” to 40 x 60”. 





WHERE SHOWN 


Banks, museums, department stores, 


home shows, etc. 


Dept. stores, home shows, Chicago His- 
toric Society, convention of American 
Women in Radio & Television. 


Bank windows in New York and Chi- 
cago during the Shoe Fair; the “Family 
Show,” NBC television. 


Besides branch and correspondent 
banks, museums and libraries show the 
exhibits 


Besides appearing at Freedomland, Elsie 
has been to fairs, parks, leading hotels, 
including the Waldorf Astoria 


IBM Gallery, Wanamaker’s in Philadel- 
phia, camera conventions and shows, 
Greenfield Village Museum, various de 
partment stores 


RESULTS AND BY-PRODUCTS 


Several million people have viewed 
these exhibits since their introduction in 
1958. At the National Housing Center, 
10,000 were clocked; at the Chicago 
Museum of Science and Industry, 350,- 
000; at Greenfield Village, 600,000. At- 
tractive booklets (a catalog and a His- 
tory of Locks) distributed to visitors, 
are retained and prized by many visi- 
tors. A blanket news release, available 
to local sponsors, has brought good will 
and publicity to Yale & Towne. 


Because of the weight and bulk of the 
exhibits, the Batharama was in circula- 
tion for a relatively short time, and 
has now been dismantled. But a mime- 
ographed ‘Biography of the Bath,” his- 
tory of bathtubs and bathing, and 
photographs made of the displays, have 
been widely published and are still in 
demand by editors. 


The antique exhibits were particularly 
well received. The specimens were re- 
turned to museums and others that fur- 
nished them. But the benefits linger on: 
a mimeographed bulletin on how to set 
up a similar exhibit, with diagrams, is 
still in demand; and dozens of retailers 
have used it to create their own dis- 
plays. 


More than one million persons have 
visited the permanent museum, but no 
count has been kept of those viewing 
the traveling exhibits. (A ceremony was 
built around the visit of the one-mil- 
lionth viewer, who was given a souvenir 
coin.) Souvenir booklets on the history 
of coins and such subjects, given to 
visitors, are retained as souvenirs 


Elsie is perhaps the most famous and 
popular “living trademark” in existence 
and has received the keys to more than 
145 cities 


More than 12,000 visited the exhibit at 
the IBM Gallery, and 52,000 saw it at 
Wanamaker’s in Philadelphia. Company 
reports: ‘Reaction has been most satis- 
fying. We are completely booked for 
1961, and the early part of 1962.” A 
16-page booklet, “A Tribute to Mathew 
B. Brady,” contains a biography of the 
photographer, describes his working 
methods, tells how Ansco acquired its 
collection, and reproduces examples of 
his work. The booklet is of interest to 
camera enthusiasts and Civil War buffs. 


REPEAT 
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REPEAT 


No one-shot exposure for Ohio ad- 
vertising thermometers! Here is 
a long life medium—with potent 
day-after-day repeat power—and 
right at the point of sale! A com- 
plete line of standard and custom 
models: tube and dial...4” to 
39”...wall, desk and window 
types...for inside and outside. 
You’ll see an Ohio Thermometer 
somewhere today. Let it remind 
you to send for your catalog. 


OHIO advertising 
THERMOMETERS 


The Ohio Thermometer Company 
25 Walnut Street 
Springfield, Ohio 
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Hovel Corporation of America 


“> Here is the one art and layout service 
thet provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ oo to cover mailing 

“== cost brings you 33 
—The Complete Current Issue 
This issue is yours to use and keep, with no 
strings attached — our way of saying “try it 
and benefit’. No obligation. Ne salesman. 
Due to its expense, this opportunity must 
be limited to these who have not received 
a free issue in the last six months. 
Attech one dollar to letterhead and mail today to 
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J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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CALCULATOR 
COMPANY 


Complete 
design 
service 


Designers and manufacturers of custom FREE 
Data Dials and Slides, and mechanical 

demonstrators ... of paperboard and SAMPLES 
plastic ... for sales promotion, product * 
selection and specification. Fast 


delivery 
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libraries, on television shows, and 
through other outlets, including tav- 
erns and liquor stores. All have in 
common the fact that their content 
was interesting, they were well pro- 


moted and all enjoyed success. 44 


D&P Produces Lobbyist 
For Transparency Exhibit 


A walnut and aluminum exhibit 
unit, designed to show color trans- 
parencies in one easily visible unit, 
has been developed by Design & 
Production Inc. 

The exhibit unit is 5/15¢”x6’ 
142”x16”. It has a full-length lit- 
erature shelf 27” above the floor, 
which is fully lighted. The front of 
the unit is faced with non-shatter- 
ing Fiberglas which diffuses the 
light of four fluorescent tubes 
through the color transparencies. 
Above these is a back-lighted Fiber- 
glas headboard for company name, 
sales message, etc. 

Up to 15 transparencies are very 
easily mounted on cardboard mats 
which individually slip into alu- 
minum tracks on the face of the 
Fiberglas. These mats are 12x10” 
and will hold any transparency up 
to 10x8’’. 

The Lobbyist can be set up in of- 
fices, lobbies, stores, conference 
rooms, or exhibit booths. With the 
soft lighting, the unit serves as a 
supplemental lighting fixture in sub- 
dued lobbies and offices. 

Addition information can be ob- 
tained from Design & Production 
Inc., 826 Slaters Lane, Alexandria, 
Va. 44 











Information by Computer . . 


Center of this exhibit was the 
unit which answered visitors’ questions about how much in- 


future reference 


surance they needed. Using sets of cards, each visitor was 
given an individual repoort on his needs to take with him for 


Building an Ea=xnhibit 


Around a Computer 


People stood in line to get 
insur- 
fed to 
them through the magic of 


an IBM computer. 


information about 


ance when it was 


At the popular Long Island Fair 
last year, a man approached a 
standee on a half-block long line 
and asked, “What's everybody wait- 
ing to see? Lots of pretty girls?” 

“Nope,” came the reply. “They’re 
just lining up to find out ‘How Much 
Life Insurance is Enough?’ ” 

It seems almost unbelievable that 
a New York Life Insurance Co. 
booth, offering an insight into in- 
surance needs, could rate as one of 
the biggest attractions at a large 
exposition. Yet this is exactly what 
happened—not only at the Long Is- 
land Fair, but at states fairs and ex- 
positions held in Michigan, Oregon, 
and Texas, as well. 


> There are two amazing facets of 
the New York Life exhibit: first, the 
number of people around the coun- 
try who are willing to queue up to 
find out their correct insurance 
needs; and, second, the number of 
potential sales resulting from the 
demonstration. At the Long Island 
Fair, for example, some _ 13,000 
people registered at the booth—with 
nearly half actually requesting ad- 
ditional life insurance information. 

When the “How Much Life In- 
surance Is Enough?” exhibit was 
presented for two months in Grand 
Central Station (New York), at 
Merrill, Lynch, Pierce, Fenner and 
Smith’s highly publicized Invest- 
ment Information Center, some 50,- 
000 persons crowded in during the 
first week-and-a-half. The other 
exhibits, too, brought in record- 
breaking numbers of inquiries, many 
of which became insurance pros- 
pects for the local New York Life 
agents. 


> The “secret” of the New York 


Life exhibit isn’t a secret at all. It’s 
just some extremely imaginative use 
of familiar tools mixed with a good 
dash of old-fashioned showmanship. 
Although the exhibit basically is a 
sales and promotion device, New 
York Life has chosen a very “soft 
sell” approach to the subject of life 
insurance. The result: excellent 
public relations as well as the sales 
prospects. 


> The exhibit itself is a well-lighted, 
well-utilized 400 square feet of 
space. The provocative question 
“How Much Life Insurance Is 
Enough?” is the focal point of the 
exhibit and is used as the main 
theme. Side panels for the exhibit 
are changed to reflect the local ex- 
hibit area—to feature careers in 
science, part of a series of public 
service advertisements by New York 
Life, if the exhibit is in a scientific 
fair, or local investments; or his- 
torical facts such as the eight presi- 
dents of the United States insured 
by New York Life. 
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OMEINED WITH SOCIAL SECURITY 


Atte woe ZT VOS Sepoetee 


Sample Form This continuous form, 


BENEFITS TO MEET MINIMUM INCOME NEEDS 


SOOM EROS OY GyBNT OF our omar. 


13"’x5shr"’ 


eeee3s2ee#eee#e#*® 


was prepared while the visitor 


waited, based on personal data which was fed into the computer 


The main element of the exhibit, 
however, is an IBM Cardatype ma- 
chine which is used to print an 
analysis of the visitor’s minimum in- 
surance needs when combined with 
basic social security benefits. Those 
requesting analysis provide the at- 
tendants with certain basic informa- 
tion about age of wife, age of two 
youngest children, and approximate 
income. 

When the card is fed in, the 
Cardatype starts typing out informa- 
tion almost immediately. Within 30 
seconds, a 15”-wide,  specially- 
printed, yellow form is filled with a 
wide variety of data. 


>» As an example, let’s say that the 
man earns $6,000 a year, has a 30- 
year-old wife and several children, 
the youngest of them two and four 
years old. This information is then 
used by the attendant to pull a pre- 
punched IBM card from a file of 4,- 
000 typical cases which record var- 
ious combinations of age, income 
and family size. These calculations 
originally were made on the “705” 
computer in the Company’s Ac- 
tuarial Department 

The man—so the IBM Cardatype 
indicates—should have at least $33,- 
000 of life insurance to keep his 
family going normally. If he dies 
now, for instance, his wife will need 
at least $325 a month until the 
youngest child reaches 18, and at 
least $100 a month after that. 


> In printing these results, the 
Cardatype—through the precompu- 
tation of the IBM 705—indicates to 
the visitor just how big a role social 
security plays in his family plans. 
The yellow form shows clearly that 
the wife will receive $200 a month 
from social security until the next- 
to-the-youngest child is 18, $163 a 
month until the youngest reaches 
that age, then nothing until the wife 
and mother reaches 62, and $81 a 
month after she is 62. 
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Finally, the Cardatype sum- 
marizes the man’s insurance needs 
by telling him that if his wife lives 
to age 62, her income requirements 
will total $105,600. Of that amount, 
social security will yield $56,952. 
The balance of $48,648 can be pro- 
vided by $33,000 of life insurance 
with an income settlement plan that 
will add investment earnings to the 
face of the policy. 

In short, with relatively few fig- 
ures, New York Life is able to dem- 
onstrate graphically just what a 
man needs in the way of life insur- 
ance to provide his family with a 
secure financial future. 


> All of this, it is evident, provides 
the visitor with considerable food 
for thought. Ordinarily, the subject 
of life insurance is one most people 
avoid—and even sometimes dread. 
Yet, the sight of a totally impartial 
IBM machine spewing out answers 
to the most vital of questions seems 
to make a major difference. This 
has been indicated to New York 
Life time and time again by the 
large number of people who volun- 
tarily request further insurance in- 
formation 
sonal chat 


or even welcome a per- 
with one of the com- 
pany’s local agents. In all cases, in- 
cidentally, the exhibit is tied in 
closely with the local representatives 
of the company. 

No matter what the circumstances 
of the visitor—he may be 20 or 50; 
have no children or ten children; 
earn $4,000 or $400,000 a year—a 
punched card in the file next to the 
Cardatype can provide him with a 
detailed insight into his insurance 
needs. 


» Whenever New York Life presents 
the exhibit at a major fair, a broad 
local advertising and promotion 
campaign is built around it. At the 
State Fair of Texas, for example, 
the company undertook an intensive 
advertising campaign which included 


newspaper advertising in Dallas, 
Fort Worth, Houston, and several 
other Texas cities, a heavy schedule 
of radio and television spots and 
programming, and outside display 
cards on 300 Dallas buses. 

On the fairgrounds, visitors were 
attracted to the exhibit by free 
shopping bags imprinted with a 
large black question mark and a 
bright red exclamation point. Once 
in the Women’s Building, the op- 
portunity to register for a free 
drawing of a daily prize at the 
brightly lighted Nylic exhibit pro- 
vided an additional lure. 

New York Life, using modern 
electronic equipment, has created a 
unique dual purpose exhibit. In an- 
swering the timeless question, “How 
Much Life Insurance Is Enough?,” 
the company is providing a valuable 
public service. In addition, it has 
created a climate for the sales force 
to take advantage of a strong, ap- 
pealing, advertising and promotional 
campaign. 44 


Carey Mfg. Devises Plan 
To Boost Dealer Exhibits 


To assist its dealers in exhibiting 
plans, the Philip Carey Mfg. Co., 
Cincinnati, has announced the 
availability of portable exhibits on 
a free-loan basis. 

Designed to provide a showcase 
setting for Carey products, each 
unit is 8’x10’x14”’. The basic unit 
consists of three individual panels 
and three supporting pylons. Two 
of the panels are for display of 
building materials, primarily roof- 
ing and siding. The other panel dis- 
plays Miami-Carey products 
bathroom cabinets and accessories, 
range hoods and door chimes, etc. 

To add versatility, the exhibit is 
designed so that it can be divided 
into the two-panel section for roof- 
ing and siding products and the 
one-panel section for Miami-Carey 
products when separate displays 
Where a 20’ booth 
available, two of these 
units may be used side by 
side or, an island-type unit can be 
set up with roofing and siding sec- 
tions back-to-back. 

The exhibits can be assembled 
quickly and after use they can be 
packed into easy-carrying pack- 
age measuring 30x50x4%%” and 
weighing approximately 40 pounds. 

The exhibits were designed and 
produced by Downing Background 
Displays, Cincinnati. They are be- 


are desired. 
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Helena Rubinstein 
¥ Once-aXear Beauty Sale 


a: rT A BEAUTY BONUS FREE! 


SAO OK / 


Shoppers make trackS for your product when you point-of-sell it in Westvaco 
corrugated displays by Hinde & Dauch Division. These colorful, compact units can sell a com- 
plete line or a single product. Easy to handle, too. They can come prepacked with merchandise 
ready to set up and sell in seconds. Call or write H & D for ideas on your next promotion 


W West Virginia 
| Pulp and Paper 


Hinde & Dauch Division 


16 Plants * 42 Sales Offices * Sandusky, Ohio 


Litho on Sterling Offset Enamel, 25x38-100 





ing offered on free loan for deale1 
and distributor exhibiting at trade 
shows, state and county fairs; in 
lobbies of banks, hotels and motels: 
at open 
opénings; window and showroom 
displays; for stage presentations 
and tv shows. 44 


houses and store grand 


Bethlehem Exhibit Sells 
Steel Through Example 


A good illustration of consume! 
sales promotion for an_ industrial 
product was seen in the Bethlehem 
Steel Co. exhibit at the second an- 
nual Industrial Building Exposition 
and Congress in the New York 
Coliseum, Sept. 25-28 

Bethlehem’s exhibit contained 
several displays of interest showing 
steel in modern applications such as 
a “plant office.” This room, measur- 
ing approximately 13’ square, was 
both made of and furnished with 
steel products. An accompanying 
display of 12 transparencies showed, 
step-by-step, how quickly and easily 
such an office can be erected. 

In addition, the exhibit contained 
informative displays on the new 
ASTV A36 steel specification and 
how it saves construction dollars in 
plant buildings; new suspended roof 
designs which use bridge strand: 
new Bethspan 
formed 
bolts. 

The central area of the exhibit 
contained a model of Bethlehem’s 
new San Francisco office building 
which won an architectural award 
of excellence at this year’s AISC 
exhibits 44 
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New Designs Available 
On Vinyl! Wallcoverings 


Some exciting new possibilities in 
decorative effects through wallpa- 
per coverings are covered in a new 
sample book from L. E. Carpente: 
& Co., New York 

Titled “Handprints on Vicrtex,” 
the 15-page guide to unusual inte- 
riors shows new designs now possi- 
ble because of a new 
combining original pattern § and 
color effects in textured Vicrtex 
VEF vinyl wallcoverings. 

Illustrations in the book show 
model rooms with original wall- 
covering pattern by noted decora- 
tors, suggesting the unlimited vari- 
ety of exclusive wall decorations 
that can now be achieved. 


technique 


Information on screening original 
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Student-designed Show 


Students at Illinois Institute of Technology were given, as 


an eight-week project, the creation of a model auto show. Each of the design students 


was given a specific car and a floor area, as well as a set of basic requirements. When 
finished, the model measured 14x15’ and was full of new ideas, shapes, materials 
and exhibit approaches. Looking over the model are Samuel Himmelfarb, president, 
Three Dimensions, project sponsor, along with Jay Doblin and Lute Wassman of the 


IIT Design faculty 


artwork is included, as well as ideas 
for coordinated drapery fabrics to 
contrast with, or match, the wall- 
covering sample. 

Copies are available. 


- for more details circle 1218, page 113. 


Traveling Exhibit Solves 
Variety of Problems 


Confronted with the problem of 
communicating person-to-person 
over an area of 20,000 square miles, 
dotted with more than 400 towns of 
less than 1,000 people, Central Illi- 
nois Public Service took to the road 
with a traveling exhibit. 

The exhibit, an especially-de- 
signed 32’ trailer, carries the util- 
ity’s signature and “Electric Heat- 
ing Display” in huge letters on its 
sides. The interior holds virtually 
every type of electric space-heating 
equipment. When it arrives in a 
community, CIPS’ Commercial De- 
partment representatives in that 
area take over to greet visitors and 
to explain the operation of the 
space heating units. They also in- 
form visitors on the utility’s special, 
low rate for residential and com- 
mercial electric heating. 

Through use of the trailer, CIPS 


expects to reach thousands of addi- 


tional electric space-heating pros- 
pects since many of the communi- 
ties it serves do not yet have elec- 
tric heating equipment dealers. The 
trailer also will be used to promote 
electric heating to dealers, builders, 
architects and others associated in 
the building industry. 

The “Traveling Salesman” was 
designed at CIPS’ General Offices 
in Springfield, Ill.; produced by the 
Branstrator Engineering Corp., Fort 
Wayne, Ind. : a4 


Black Light Ad Role 
Discussed by GE 


The role of “black light,” the 
near-ultraviolet energy which 
causes certain materials to fluoresce 
or produce visible light, in indus- 
trial, advertising and display situ- 
ations is discussed in a new booklet 
from General Electric. 

The booklet provides information 
on black light sources, representa- 
tive black light applications, and 
several basic black light design pro- 
cedures. In addition, it lists suppli- 
ers of black light equipment and 
fluorescent materials. 

Copies of “Black Light” are 
available. 

. for more details circle 1219, page 113. 
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NEW SALES-PRODUCING NG, EXHIBITS 


Simple .. . flexible . . . strikingly beautiful. . . 
economically built .. . economically produced! 


It’s the answer to your trade exhibit problems... 


If your exhibits have been too costly . . 
their individuality and sales appeal . . . by all means 
investigate SYSTEM X ... the unusually distinctive . . . 
really different exhibit that will provide a high quality 
setting for your product. 


. if they’ve lost 


SYSTEM X saves on replacements—they’re reusable 
. parts are interchangeable and there’s no need to 
build a completely new exhibit for every show. 


SYSTEM X saves on shipping and set-up expense. 
Component parts and crates are lighter; no special tools or 
skilled labor needed for set-up. A screw driver does it all! 


GET THESE SYSTEM XTRAS 
e consultant service on exhibit problems e expert custom 


design « approved lighting and wiring e fast shipment 
anywhere. 


Apply now for exclusive franchise in your area. 


Available through these exclusive 
franchise manufacturers: 


Custom Display, Inc. 

141 E. 5th St., St. Paul 1, Minn, 
Derse Adve rtising Company 

419 N. 27th St., Milwaukee 8, Wis. 
Design & Production, Inc. 

826 Slaters Lane, Alexandria, Va. 
Display Sales 

1631 Gest St., Cincinnati 4, Ohio 
Display Workshop, Inc. 

151 Huyshope Ave., Hartford, Conn. 
Dyna-Graphic Displays, Inc. 

343 Carroll St., Brooklyn 31, N. Y. 
Firks Exhibitions, Inc. 

431 North Clark St., Chicago 10, Ill. 
GRS &W, Inc. 

5877 Centre Ave., Pittsburgh 6, Pa. 
Robert K. Price Company, Inc. 
Fayetteville, Ga. 

Novelart oes Co., Inc. 

1420 Carroll Ave., San Francisco 24, Calif, 


Hadley Exhibits, Inc. 
631 Fargo Ave., Buffalo 13, N. Y. 


SYSTEM X GROUP, INC. 1630 GEST STREET, CINCINNATI 4, OHIO 
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Simplest way 
to mount any display 


Oe ah i teeta ditt ate dd 
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PRESSURE-SENSITIV EEN 
Kleen-Stik makes “child’s play’”’ out of display posting. 
Dealers, salesmen, delivery men—anyone can do it in a jiffy! 
This modern self-sticking tape comes already 
attached to sign or streamer, so there’s no searching 
for mounting materials—simply peel the disposable 
backing strip and press the display in place on wall, window, 
shelf, or other spot. On your next display job, 


specify genuine Kleen-Stik pressure-sensitive tape. 


Sticks tight without moistening, on any smooth surface 
Neat, clean, invisible — won't peel or pucker 
Available through your regular printing sources 


FREE — idea-packed booklet ‘‘101 Stik-Triks.”’ 
Write for your copy today. 


&) 


GS) KLEEN-STIK prooucrs, inc. 


7300 WEST WILSON AVENUE e@ CHICAGO 31, ILLINOIS 


PLANTS IN CHICAGO, LOS ANGELES, NEWARK, and TORONTO, CANADA 


OVER 25. YEARS OF PRESSURE-SENSITIVE LEADERSHIP 
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BUTS a eis 
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Variety Store Display . . 
holder, the display stocks carded pens. 


. Made to fit in the standard sign 
The blister pack per- 


mits the pen to be tried without removal from the card. 


By Rick Krepela 


Add to the file marked “Gee Whiz 
Statistics” the fact that 762 million 
ball-point pens were manufactured 
in this country last year. That’s 
better than 4 pens per person. And 
almost all of them were sold from 
a point-of-purchase display. 

Advertising and alert merchandis- 
ing has transformed the ball-point 
pen from a $15 novelty (remember 
Reynolds?) into an _ inexpensive 
“necessity.” Universal acceptance 
really began when the banking com- 
munity said ball-points were o.k. 
for check signatures. Since then the 
pens have become a_ household 
staple so much so that selling 
them in such volume presents some 
very special problems. 


> Scripto, an Atlanta, Georgia-based 
firm with world-wide plants and 
distribution, was one of the first in 


the field to latch onto p.o.p. “When 
we found out how to manufacture 
ball-points for pennies instead of 
dollars, we knew we also had to 
learn to mass sell them,” says one 
Scripto offical with nearly ten years 
of ball-point merchandising behind 
him. 

Rack displays have become vir- 
tually the only way to sell ball 
point pens. Scripto racks — mer- 
chandisers, they are called — carry 


GL iy 


Untraditional 

The display for 
stationery stores 
carries a single 

line only, differing 
from the multi-price 
assortments in 
earlier usage. 


LL Want 


PEPPEEET OTT 


New TILT-TIP pen by Scripto is the 
with a tilted tip for e 


P.O.P. 


Promotes 
Pens 


the basic company line. Pens from 
all price brackets, a full color as- 
sortment and a stock of refills come 
to the dealer’s shelf as a complete 
unit. Take the merchandiser out of 
its shipping case, put it on the 
counter and the retailers are in the 
ball-point pen business. 


> Several important factors make 
the ball-point so uniquely adaptable 
to p.o.p. merchandising: 
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‘Visual Impact makes a sign at 
the point of purchase sell. 


The secret of any good sign is Visual 
alee les the intangible quality that 
is a blend of creative design, experi- 
Palo alter 6 Le ee 


Call on American to design a sign 
that is unique and dramatic for your 
dealer program. Write for a free 
brochure of sign ideas—signs which 
have *Visual Impact 


AMERICA 
The AMERICAN Sign Company 
CINCINNATI 4, OHIO 
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Impulse Item: Like it or not, the 
industry is stuck with the fact a 
ball-point pen is essentially an “im- 
pulse” item. It must be handy; at- 
tractively displayed at the point of 
purchase. “We hope our advertising 
will shout Scripto in the customer’s 
ear when he’s in the store and 
thinks ‘ball-point,’ but let’s face it, 
unless our product is there he might 
just as well think ‘pen — any pen’,” 
says one Scripto official. 


Competitive: Prices for ball-point 
pens have tumbled to the point 
where some brands cost less than a 
nickel apiece—retail. While a qual- 
ity product will run higher, the 
fact remains that the industry is 
locked in a fiercely competitive 
struggle. Every advantage to close 
that final sale—even if it’s for an 
inexpensive pen—must be taken. 
The only place for the extra push 
is where these merchandisers feel 
it does the most good: at the point- 
of-sale. 


Sameness: Until Scripto’s recent 
announcement about its tilt tip or 
angled point, there was no basic 
change in the product for about 
eight years. There were plenty of 
pseudo innovations that let the user 
scribble under water, write on but- 
ter, use a ruby ball or whatever. 
But no real changes. The fact re- 
mains that almost all of these pens 
write surprisingly well on paper. 
Advertising, and particularly the 
p.o.p. phase of the merchandising 
program, often provide the com- 
petitive edge. 


> Because these facts about ball- 
point pens placed such a _ heavy 
burden on the in-store display, com- 
panies soon found themselves re- 
designing the display racks every 
year while the product remained 
practically unchanged. “We got to 
thinking that perhaps we were 
spending too much time designing 
racks and not enough time with 
product design,” said one thoughtful 
designer. 

This is the substance of Scripto’s 
“reappraisal” of its in-store mer- 
chandising program. Why are we 
changing them every year? Is it 
necessary or even desirable for peri- 
odic display changes? Are we mak- 
ing a mistake to carry the full prod- 
uct line (viz. price range) in one 
display rack? These are the ques- 
tions they are asking. 

Ted Kingsford was a free-lance 
designer in Detroit before he came 
to Scripto to head up the planning 
and design team tussling with these 
problems. He is an intense, youngish 


Rd 


SERVICE STATION 


Standard Display This large unit 
holds a complete line, in price range 
and color. For export, all copy beyond 
the trademark are put on overseas 


looking man with a wealth of pack- 
aging and display experience behind 
him. 

“Change,” Mr. Kingsford said 
recently, “just for the sake of 
change is not always good. Perhaps 
we have been overdoing it with our 
merchandisers by making an auto- 
matic, annual change.” 

He cites one important case-in- 
point. Two years ago Scripto dis- 
tributed a counter unit that won six 
design awards. It was a whopping 
sales success too, and when the com- 
pany tried to outdo itself the follow- 
ing year many variety store mer- 
chant wanted to know “why?” It 
was a good question and Mr. Kings- 
ford now thinks it might have been 
possible to get perhaps another six 
months’ use out of the successful 
design. 


» There is no doubt that the counter 
merchandisers are important to 
Scripto’s sales. Shortly after they 
were introduced in quantity (early 
in 1955) the firm’s sales jumped a 
whopping 40%. Scripto sells the 
bulk of its merchandise through job- 
bers; deals directly only with chain 
store operators. The display racks 
are pre-packed with stock at the 
factory, are sold as a complete “writ- 
ing service station” to retailers. 

Many of the older merchandising 
racks are still in service at dealers 
who only order replacement stock; 
bypass the subsequent package 
offers. 

A number of considerations a 
few quite unsuspected — enter into 
the design of these units. Mr. Kings- 
ford and other Scripto officials say 





A MOTHER wants to know how to guard herself against 
cancer of the cervix. She turns to her physician and 


to the American Cancer Society for the answers to her 
questions. 


A PHYSICIAN must keep up with the fast developing 
facts in cancer control. He turns to his journals and 
the American Cancer Society professional publica- 
tions and films for this information. 


A BUSINESSMAN wants to protect his employees. He 
turns to the American Cancer Society for life-saving 
pamphlets, films, danger signal posters, and speakers. 


A SCIENTIST needs funds to support his research on 
leukemia. He turns to the American Cancer Society 
which invests millions annually in cancer research. 


A CANCER PATIENT needs dressings and weekly 
transportation to a treatment center. She turns to the 
American Cancer Society, and is helped. 


CANCER’S SEVEN DANGER SIGNALS 

The American Cancer Society is many things to many 1. Unusual bleeding or discharge. 
people — and is made up of many people — two million 2. A lump or thickening in the breast 
volunteer physicians, businessmen, union leaders, or elsewhere. 
nurses, scientists, housewives, dedicated to one goal: - A sore that does not heal. ’ 
saving lives from cancer. Through the Society's nation- - Change in bowel or bladder habits. 

; ; : . Hoarseness or cough. 
wide research, education and service programs, they . Indigestion or difficulty in swallowing. 
hold out a lifeline to everyone threatened by cancer. 


. Change in a wart or mole. 
You, too, can turn to the Society. Call your local Unit If your signal lasts longer than 
for more information on what it can do for you—and, two weeks, go to your doctor to learn 
incidentally, what you can do for it. if it means cancer. : 


AMERICAN CANCER SOCIETY 
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the design concept is more-or less a 
“community project.” Sometimes the 
company’s own staff turns out the 
winning sketches; in other cases the 
supplier has come through with the 
accepted model. On at least one 
occasion, the New York firm of 
Walter Dorwin Teague suggested 
the final design. No matter where 
the idea comes from, they all work 
against a set list of requirements: 


e Space . . . Perhaps the greatest 
handicap facing a rack designer is 
the bugaboo of getting the most 
“sell” per square inch of counter or 
shelf space. Scripto uses designs that 
usually pack the complete product 
line—plus_ refills—into a square 
foot of counter space. 


e Color . . . Racks must be neutral 
or they would clash with the many 
colors used for the pens themselves. 
Most displays are plain white. In 
this case the product has ample color 
to attract the eye. 

© Identification . . . How does the 
customer tell one ball-point pen 
from another is the problem here. 
Each Scripto rack has neat letters 
at the top identifying the brand 
name and — on each panel or sec- 
tion — the name of the particular 
product and the retail price. There 


COLORS! 
STRIPES! 
TELESCOPING 
TUBES! 


Ready to Assemble with 
HOLES and SLOTS as desired. 


Send for sample KIT! See how 
29eS can be made, punched and 


slotted to fit your plans. 


= 
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is also a stock code number so that 
the dealer can reorder with a mini- 
mum amount of trouble. 


e Pilfer Proof . . . This is, surpris- 
ingly, the biggest single challenge 
facing the ball-point industry. Pens 
are so small, so common, that they 
are easy targets for the shoplifter. 
Solving the problem is a dilemma: 
make the pens impossible to remove 
from the rack and they have solved 
the pilfer problem but destroyed the 
effectiveness of the “impulse” ori- 
ented display rack. 


The final designs are a compro- 
mise. Usually, the pens are arranged 
so that two hands are neded to take 
them out. Sometimes an extra thick 
band under the pocket clip offers 
the resistance and in other designs 
a “top barrier” forces the customer 
to twist and maneuver the pen to 
take it out. 

In any event, there are few items 
where the pilferage problem is so 
serious. Most people apparently 
think nothing of taking an inexpen- 
sive pen. A woman at a check-out 
counter needs to write a check. The 
rack is handy so she takes one; for- 
gets to put it back. A store with a 
few dozen employes can quickly 
lose its entire stock to clerks who 


PURCHASE 
DISPLAYS 


ALL SIZES 
¥," to 24” 
Diameters 

Any 
Lengths 


AND CORES 


Company 
904 W. Cullerton @ Chicago 22, Ill. 


WIRE FEET AVAILABLE 


want to borrow the pen to write an 
order. Proof that this inadvertent 
pilferage is so prevalent is the fact 
that it is the inexpensive pens that 
disappear first under such condi- 
tions. 


> Of course any sales promotion man 
has what seems like the obvious 
answer. Blister cards! Two years 
ago Scripto led the industry into 
this phase of merchandising with 
heavy investments in blister pack- 
aging equipment. For a time the 
entire output was packaged this way. 
Now only two thirds of the pens are 
carded and the rest are still sold 
without packaging. 

Here again the special conditions 
of the ball-point industry acted 
against a trend that is taking hold 
in nearly every other field. While 
variety store owners wouldn’t have 
anything but cards — “They’d steal 
us blind unless we had them,” they 
say — the old line stationers or 
other stores where a clerk is behind 
the counter prefer “no packaging.” 
“People like to feel a pen; they like 
to try it,’ these merchants say. 
Scripto cheerfully obliged. 

An even more important reason 
why Scripto would like to get out 
of the blister pack business is cost. 
With the industry as competitive as 
it is, every fraction of a cent saved 
per unit helps push the scales a vital 
fraction toward the profit side. “Of 
course blister packaging is here to 
stay and we know it as well as any- 
one,” says Mr. Kingsford. “We just 
don’t want to do any more of it than 
we have to.” 

Some rather ingenious card pack- 
ages have been designed, however. 
Again the ideas come from various 
sources. Some attach the pen to the 
card and still allow a customer the 
freedom to use the pen for a test. 
Pens are side mounted and the plas- 
tic blister leaves the point and top 
button free. Naturally, cards are 
oversized so they will not fit easily 
into pocket or purse. 


> Interestingly enough, Scripto sur- 
veys show there is little difference 
in the effectiveness of similar racks 
no matter where they are used. The 
merchandising displays are seeing 
duty in nearly every part of the 
world. While they are sent overseas 
by the thousands, there is only one 
concession to the foreign market. 
The imprinting is changed into one 
of the ten languages used. Actually 
the racks are shipped from this 
country with only the Scripto logo 
in place and the foreign jobber han- 
dles his own imprinting. 

The display racks are the same 





the world over, but the merchandise 
used in them is sometimes quite dif- 
ferent. All will carry the full pen 
and pencil line, price-wise. Colors 
however, based on_ geographical 
preferences, may vary greatly. Mar- 
ket analysts know, for example, that 
only dark colored pens will sell well 
in the Wall Street area of New 
York. They know too that South- 
erners like bolder colors than do 
New Englanders. Ship pens to the 
heart of Africa, they say, and the 
color combinations won’t matter as 
long as they are vivid and bright. 
But the selling vehicle, the neutral 
display rack on which the pens are 
shown, remains the same. 


> Scripto will break with tradition 
and abandon the _ one-rack-for- 
everything concept when it launches 
its new Tilt-Tip pen this fall. The 
ball is angled downward to permit 
the writer to hold the pen at a lower 
angle to the paper. “Greatest ad- 
vancement in writing since the 
quill”, the ads will say. Oldtimers 
— not so old as to have written with 
a quill — will remember the feel of 
a fountain pen, a still lively ball- 
point competitor. 

Every facet of sales promotion 
will feature a yellow quill. Pens will 
come carded with a die-cut feather. 
The plastic blister covers only the 
barrel and a buyer can try the pen 
“for feel” without removing it from 
the card. National advertising in 
magazines and newspapers will also 
show the feather. 

The new Tilt-Tip pen will stand 
by itself on store counters. Special 
easel style racks will display only 
this product; will each have an 
actual yellow goose feather attached 
in order to carry the “quill” theme 
right to the point-of-purchase. 

Scripto displays are currently 
manufactured for Scripto by Ad- 
vertising Metal Display Co. and 
Century Display Co., both of Chi- 


cago. 


> This promotion — kicking off in 
September — may prove the-open- 
ing wedge into an entirely new way 
to sell ball-point pens. Instead of 
the “here’s the total line” approach, 
separate p.o.p. material for each 
price bracket — or product — may 
develop. This, according to Mr. 
Kingsford, is a logical step because 
it is known that the man who buys a 
$1.98 pen is a totally different person 
from the one who pays only 29c for 
one. “Why should we use the same 
rack to reach both of these people 
or, to put it another way, would the 


same display necessarily appeal to 
both?” he asks. 44 





ROBERTSON METAL SIGNS SELL... 
ANYWHERE 


No matter whether you need them indoors or out- 
doors, Robertson metal signs give your sales message 
extra color, extra durability. Baked enamel, litho, silk 
screen, halftone and reflective processes are available. 
Choose any type, any size — our volume rates will 
appeal to you. Send for our brochure. Better yet, let 
us quote on that next job. 

Door Signs, Wall Signs Tacker Signs 

Blackboard Signs Flange Signs 7 

Curb Signs Stamped Frame Signs 
Roadside Signs Deep Draw Signs 

Store Front Signs 4-Color and 

Tire Stands & Signs Halftone Signs 


Thermometer Signs Three Dimensional Signs 
Hanger Signs ¢ Wood Frame Signs 


ROBERTSON SIGN COMPANY 


15 N. Lowry Avenue « Springfield, Ohio 


AUTHORIZED 


ROCKET PARTS 





the people in advertising agencies who buy the 
products and services that go into national 
advertising and sales promotion campaigns. If 
you sell advertising services, equipment or 
supplies to or through agencies. 
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How a New Sign 
was Developed 


If youre in the highly-competitive oil business, 


you must keep up in your trademark identification program. 


Here’s how Lion Oil Co. thought through its problem. 


By John H. Sheehan 
Director of Marketing 
Lion Oil Cc 

El Dorado, Ark 


If you want to woo your best girl, 
you don’t wear old, out-of-style 
clothes—especially if your competi- 
tors dress up in their Sunday bests. 

Lion Oil Co., a division of the 
Monsanto Chemical Co., made this 
decision about its trademark and 
signs about two years ago. 

Oil companies everywhere were 
already in the midst of spruce-up 
campaigns to draw motorists up 
alongside their low, medium and 
high octane pumps. The fuel itself 
was perfected to fit every conceiv- 
able combustion chamber so _ it 
became necessary to lure motorists 
with attractive stations that put up 
big, bright fronts 


>» Key to the appealing service sta- 
tion is its trademark identification. 

Lion officials felt that although 
the red, white and black roaring 
lion trademark had served for many 
years, it could be improved, and 
should be to keep pace with com- 
petitors. 

So it was decided to take the lion 
by the tail and give it a new per- 
sonality, thereby revitalizing the 
entire Lion identification program. 
One of the major steps in this di- 
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rection was to develop a modernized 
trademark emblem to replace the 
lion then in use. 

Eugene Smith, Lion’s director of 
advertising and promotions, worked 
closely with Monsanto’s Industrial 
Design Section of the Marketing 
Service Department, to decide in 
which direction development of a 
new trademark should take. 


> In March 1959, Lion called in 
engineers from Neon Products Inc., 
Lima, Ohio. 

NPI was handed the Lion’s tail 
and virtually told to twist it ... pep 
things up and set the stage for the 
big intended identification drive. 
NPI accepted the challenge. 

An existing six-foot circular sign 
was sent to Lima for appraisal. It 
had a red background, a lion on a 
mound in black, with “L I O N” in 
reverse over a black base. 

NPI technicians established a set 
of rules for themselves to be used 
in the appraisal. The new could not 
be developed until the old had a 
thorough check for: 

1. Modern, trim shape; 
2. Best use of light and color: 
3. Base of reading and strong iden- 
tity; 
4. Creation of a favorable impres- 
sion; 
5. Memory value. 
First, the sign was rated 100% as 


to its shape. It was decided not to 
change this, especially since the 
consumer was used to seeing it at 
Lion stations. It had previous view- 
ing value plus being neat and trim. 


> Point No. 2 was the most impor- 
tant and involved of all. 

It is necessary to have high con- 
trast as well as bright color. This is 
vital to backlighting as well as sun- 
lighting, because the best sign is a 
totally luminous one. 

It was agreed that the old Lion 
sign colors were “excellent” but be- 
cause of their “graphic placement, 
they were low in contrast and lu- 
minosity.” 

The old Lion sign had two large 
areas of red and black butted to 
each other and only a relatively 
small white area. Black and red are 
too close to each other to be used 
as contrast colors and the over-all 
effect was a drab, complicated look 

By retaining the original colors, 
NPI took a free ride on previous 
viewing value, although a switch in 
color positions was tried. 

“We decided to try black against 
white, which is 100% contrast, and 
white against red, which is roughly 
80% contrast,’ Trame Charles, NPI’s 
visual art director, said. “We would 
not use black against red or vice 
versa and try to keep black to a 
minimum and certainly not use it as 





ways to look amd 
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Use Hammermill 
Cover to make 

a better 
impression 


-..for annual reports, book- 
lets or catalogs where you 
want to combine beauty and 
protection. Hammermill 
Cover prints handsomely 
by any process. You'll find it 
scores and folds obediently. 


Use Hammermill 
OWEN CHEMICAL COMPANY Cover to 


attract 


attention 


..-for advertising mailers or 
other selling pieces, whenever 
you want a stock with a sub- 
stantial feel...with strength 
to withstand rough handling 
in the mails...with a flash of 
color. Hammermill Cover 
offers you a choice of Radiant 


White and nine rich colors. 
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PARKWOOD'’S HOUSE OF FINE FOODS 


Luncheon Specials 


FRESH SLICED MUSHROOM OMELETTE with Home Fried Potatoes.......... 1.55 
SHIRRED EGGS with Seafood a la Newburg, en Casserole, Home Fried Potatoes . . . 1.55 
SEAFOOD A LA NEWBURG with Toast Points, en Casserole 18 
DEEP FRIED FILET of BOSTON SOLE, Tartar Sauce, Cole Slaw. .......-e.00- 1.45 
BRAISED SHORTRIBS of BEEF Jardiniere, Home Fried Potatoes ..... - 1.65 
IRISH LAMB STEW with Fresh Vegetables, Steamed Dumpling, en Casserole... .. 1.55 
CHICKEN A LA CREOLE with Rice, en Casserole 

SIRLOIN STEAK SANDWICH, Toast, Home Fried Potatoes 

CHICKEN SALAD PLATE, Hawaiian Style, Garnished .......-2eeeee00. 1.60 
COLD SMOKED WHITEFISH PLATE, Garnished, Potato Salad ........-eees 1.60 
FRESH SMOKED KIPPERED SALMON PLATE, Garnished ......2.2-eeeee0 1.50 
COMBINATION PLATE—Sliced Ham with Swiss Cheese, Potato Salad. ........ 1.60 
CHEF SALAD BOWL A LA GOLDEN HORN, Salami, Chicken, Swiss Cheese. ..... 1.60 
INDIVIDUAL CAN of TUNA, Sliced Tomato ....... cc cece ccccccees 1.45 
COLD CHOPPED CHICKEN LIVER PLATE with Cole Slaw, Garnished.......... 145 
INDIVIDUAL CAN IMPORTED BONELESS and SKINLESS SARDINES, Potato Salad... . 1.45 


Above Dishes Include Coffee, Bread and Butter 


Special Sandwiches 


Sandwich: Sliced Turkey, Se ens 
Sandwich, Hard Boiled Egg, Sliced Tomato 


Sandwich with Cole Slaw . ° 
Chicken Liver Sandwich with Slice of Tomato, Onion, Cole Slaw 
Smoked Lox Sandwich with Onions and Cream Cheese on Rye.......- 
Baked Ham Sandwich with Pickle 
Western Sandwich.... 85 


Today’s Homemade L 
Use Hammermill Cover 
Toasted Coconut Cream Pie 


Pench Bese Dich to build sales 

Sour Cream Cheese Cake 

Fresh Strawberries and Cream ...for menus, table tents, or any job where a good 
printing impression makes the best selling impres- 
sion. Hammermill’s exclusive Neutracel® pulp pro- 
vides the firm, level surface good printing requires 
—offset or letterpress. Ask your Hammermill Mer- 
chant for a sample book and more information 
on versatile, hard-working Hammermill Cover. 


HAMMERMILL COVER 


Hammermill Paper Company, Erie 6, Pa. 


The preceding page of this insert was printed by 
offset, this page by letterpress. Four-color and 
duotone reproduction on the offset side. Sheet 
size 25¥2 x 38, eight up. Paper is Hammermill 
Cover, substance 65, Radiant White, Antique finish. 
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on a red field at the bottom of the * 


sign. “LION” was in black on a 
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Subsequent atempts to hit upon 0 e 


the right combination of colors and 
positions took time and reviews be- 
tween Lion and NPI staff members. 
Positions were juggled with the ac- 


design that was unique. 
That was the basic thinking and 
logic used in the lion’s’ rebirth 


Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
complete graphic arts technical library. It is the one book in its field that will be 
kept close at hand—as your immediate and dependable source for the essential 
information and solutions you need to answer your platemaking and presswork 
tivated lion on top on a red back- questions...and to solve your photomechanics and printing problems. 

ground with the lower half in white 


with black letters. IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
This seemed to strike a respon- BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 


sive chord with Lion officials, mostly * ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 
because something new was engi- here is your comprehensive “how-it’s-done” picture of conventional techniques, plus the new- 
neered an embossed sign of a est innovations, many of which have never before been published. You'll learn new ways 
. 5 E to achieve finer quality. 
sinewy jungle creature hurtling ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS 
through space. BUYER...here is the book that shows you how to obtain better results, greater efficiency in 
the planning and preparation of materials for printing and platemaking. 


> Eventually the elements were ar- * THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 
ranged just right and in details * THE NOVICE—will find it a source of education equal to years of schooling and practical work. 
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engineers and top officials conferred 
constantly with Lion representatives. 

Many months passed before the 
proposed sign pleased Lion and re- 
sulted in an enthusiastic question: 
“This is wonderful . . . what can we 
do to expand this and develop this 
new trademark into a_ corporate 
image of some stature?” 

Production crews wasted no time 
putting on the finishing touches. 
Once most of the elements were 
approved, piecing them together 
properly was merely a matter of 
technical experience and application. 

A full-sized blueprint was made, 
then a full-size clay prototype was 
made for final inspection before the 
actual molds were completed. 

NPI moved ahead from there. 
Once the distortion screens were 
made to handle the printing, the 
first Plexiglas sign faces followed 
swiftly. Two actual lighted signs 
were made. One had the new trade- 
mark on both sides, the other had 
the old lion on one side, the new on 
the other — for comparison pur- 
poses. 

This new sign caught the fancy 
of Lion officials. Ad manager Smith 
visualized the possibilities of extend- 
ing use of the new trademark. He 
wasted no time converting the trade- 
mark for uniform emblems, caps, 
labels and all items marketed by 
Lion stations. 

This new leaping lion made things 
jump at Lion and it has proven itself 
‘as the inspiration for the new iden- 
tification program. 44 


1961 Outdoor Annual 
Shows Winners 


The top winners and honorable 
mention poster and paint designs 
from the 29th Annual Competition 
and Exhibition of Outdoor Adver- 
tising Art sponsored by the Art 
Directors Club of Chicago — can 
be seen in the Outdoor Annual pub- 
lished by Outdoor Advertising Inc. 

In addition to pictures of the prize 
winning entries, and pictures of 
the jury and judging procedures, the 
1961 Outdoor Annual includes ar- 
ticles by Felix W. Coste, President, 
OAI; Lee King, ADCC President 
and Senior Vice-President and 
Creative Director, Edward H. Weiss 
and Co., Chicago; F. William Free, 
foreman of the jury and Vice Pres- 
ident, McCann-Marschalk Co., New 
York and Charles E. Ax, chairman 
of the exhibition committee and 
Creative Director, N.W. Ayer & Son 
Inc., Chicago. 

Mr. Coste announced OAI’s spon- 
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New Day For Silent “Stills” . 


. . A humorous “‘first’’ in outdoor advertising is this use 


of silent picture “‘stills’’ by Arrowhead & Puritas Waters throughout Southern Cali- 
fornia. Three different photgraphs are used showing a man and woman embracing a 
master beckoning to a slave girl and (above) showing a thirst-ridden man crawling 
in the desert. All use the same caption line, ‘“That reminds me, Grace, did you order 
Arrowhead Spring Water?”’ Pacific Outdoor Advertising Co. 


sorship of an additional annual 
“New Ideas Competition” to further 
promote creative newness in out- 
door design in the public service 
field. The contest is endorsed by 
the Advertising Council. 

Outdoor Annual is scheduled for 
limited distribution to advertisers, 
agencies and selected art training 
institutions. Information can be ob- 
tained from the OAI, 360 Lexington 
Av., New York 17. 44 


New Booklet Gives Details 
On Acrylic Plastic Signs 


“Plexiglas Handbook for Sign 
Shops,” a 92-page booklet giving in- 
formation on the construction of 
acrylic plastic signs, has been pre- 
pared by Rohm & Haas Co. 

The handbook is well illustrated 
with photographs and diagrams, 
and includes various new construc- 
tion techniques developed in the 
company’s Design and Fabrication 
Laboratory. 

Technical information on the de- 
sign, fabrication, decoration, light- 
ing and assembly of signs is in- 
cluded in the book plus material on 
the use of cast Plexiglas sheet in 
signs and on methods of using ex- 
truded acrylic plastic in sign manu- 
facture. 

Published primarily as an aid to 
sign manufacturers in the design 
and production of Plexiglas signs, 


the booklet is also of help to those 
who may be concerned with the de- 
sign or purchase of signs for com- 
pany or product identification pro- 
grams. 

The booklet may be obtained from 
Rohm & Haas Co., Plastics Dept., 
Washington Square, Philadelphia 5. 

44 


License Plan Developed 
For Grocery Bag Ads 


A licensing plan for selling ad- 
vertising space on grocery bags has 
been announced by Gaiber and As- 
sociates, Chicago. 

The plan was designed to convert 
blank shopping bags into traveling 
ads carrying messages from local 
merchants and national companies. 
Sales of the grocery bag ads will 
be handled by local licensees re- 
cruited by Gaiber. The licensees 
will sell advertising space on the 
bags to local merchants for $20 per 
week, then will provide the printed 
bags at no charge to supermarkets 
in the advertisers’ areas. 

Initial “Bagvertising” will be 
limited to the large-size bags in 
which groceries are packed for the 
trip from store to home. Sixty 2x5” 
ad units will be offered on a bag 
with ads being printed on the two 
face panels and the two folding side 
panels. 

The plan will be nationally of- 





fered, with a different space rate 
quoted for national advertisers, 
based on the number of stores the 
advertiser wants his ads to be car- 
ried in. 

“With 33,000 supermarkets in the 
nation, each using an average of 
1,000,000 carry-out bags monthly, 
this will give us the largest adver- 
tising medium ever created,” said 
Sy B. Gaiber, president, Gaiber and 
Associates. 

Details on Bagvertising are avail- 
able from Gaiber and Associates 
Inc., 2900 W. Peterson Av., Chicago 
45. 44 


New ‘Spacenaut’ Rack 
Developed for Retailers 


A plastic product display rack 
that provides the equivalent of more 
than seven feet of conventional shelf 
space, yet takes up only 18 square 
inches of floor area is being offered 
by Nevil Plastics Co. 

Called the “Spacenaut,” the rack 
is molded from high-impact sty- 
rene and stacks on a black swivel 
base. The white rack can hold any- 
where from one to five shelves 
with each shelf measuring eight 
inches on each of its four sides. 
Each shelf stands fourteen inches 
above the lower one. 
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Family Style Supermarket Display . . 


The design, according to the man- | 


ufacturer, offers a displayed product 
maximum exposure from all sides 
and its swivel action allows cus- 
tomer ease in selection. 

Additional information can be 
obtained from Nevil Plastics Co., 
1210 Prudential Bldg., Buffalo, N.Y. 
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New Peeling Process 
Developed for Outdoor 


A new process which permits 


rapid peeling of outdoor posters has | 


been developed by Papekote Inc. 


The process permits layers of out- | 
door posters to be quickly removed | 


inexpensively by having a layer of 
unprinted paper, treated with the 
new process, first pasted to the emp- 
ty billboard. The advertising sheets 


are then applied normally over this | 


layer and when sufficient layers 
have built up to warrant removal, 


all that is required is to free one | 


corner of the unprinted layer and 
peel it off the poster board. All the 
layers above it are removed with it. 

The process has been tested under 
severe weather, 
humidity conditions and will hold 
fast until it is peeled. 

Additional details are available 
from Papekote Inc., 459 W. 15th 
St., New York 11. 44 
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. A Chinese food store in a supermarket is pro- 
vided by these two specially designed displays for La Choy Food Products 


Larger 


red-on-black foil sign (right) is printed and embossed on gold foil and lacquered. 
Pagoda sign (left) is produced in Chinese red with white lettering and is also lacquered 
Both signs are two-sided, sturdy and easy to assemble. Foil sign produced by Brown 


& Gage Inc., Cleveland; pagoda sign, by Gerald Conway Co 


Cleveland. 
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@ ALL STEEL 
@ ALL NEW 
@ ALL WEATHER 
@ ALL PURPOSE 


@ POLE SIGN 


Takes the wind. Re-useable hardware. 
Sign itself a new tough Plastic (or Drill 
Cloth). Low Priced. Multi-color printing. 


Any quantities. Write for details 


SALES 
PROMOTION 
PRODUCTS, INC. 


5702 DETROIT AVE. 
CLEVELAND 2, OHIO 
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“At Cory, A&SP is a basic publication 
for sparking new ideas” 


According to Mr. Schlegel: “Marketing at the Cory 
Corporation is a complex problem. It involves reaching 
both commercial and consumer markets in Continental 
United States and abroad. For example, in order to 
inform the more than 100,000 dealers throughout the 
U.S. about its products, Cory distributes over 5,000,000 
pieces of printed material annually.” 


Because Cory products range from gift items to low- 
cost impulse-sale items, packaging requirements vary 
greatly. Ideas for packaging originate in the advertising 
and sales promotion department, with actual develop- 
ment and tests completed by factory engineering and 
development personnel. Mr. Cazel is discussing con- 
sumer packaging here with Mr. Roehm. 
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Point-of-purchase displays play an important part in the 
merchandising of consumer products. Both Mr. Schlegel 
and Mr. Cazel are concerned with this area of the Cory 
promotion program. 


Cory products are shown and demonstrated at more 
than 500 national and local food service trade shows 
annually. “In the Cory commercial department alone,” 
Mr. Alexander reports, “eight itinerant displays are 
kept in full time use for local shows. In addition, 
products are shown at three national shows.” 





NORMAN H. SCHLEGEL, Vice-President/Marketing @ LYLE CAZEL, Advertising and Publicity Manager 


SAY: 


HARRY ROEHM, Consumer Products National Sales Manager 


ED ALEXANDER, Commercial Products National Sales Manager 


The Messrs. Schlegel, Cazel, Roehm and Alex- 
ander and the Cory Corporation are typical of 
the advertising-sales promotion professionals and 
important buyers of advertising products and 
services you reach in the pages of Advertising & 
Sales Promotion. 


Started in 1933, the Cory Corporation is a 
leading manufacturer and marketer of coffee 


brewers for both home and commercial use. 


Alexander Cazel Roehm Schlegel 


Speaking for his team, Mr. Schlegel says: “Advertising 
& Sales Promotion gets four-way readership at Cory. 
Because of the highly competitive and highly diverse 
markets to which Cory sells its products, each member 
of this four-way marketing and sales team is constantly 
called upon to develop new advertising and sales pro- 
motion ideas. We each regularly read A&SP as a basic 
publication for sparking new ideas and keeping us 
appraised of new developments in the rapidly-changing 
sales promotion field.” 


Currently consisting of seven operating divisions 
and a Canadian subsidiary, the company also is 
well known for its consumer gift appliances 
Cie. electric can openers, knife and _ scissors 
sharpeners, etc..), housewares, giftwares and air 
treatment appliances. Mr. Schlegel reports that 
Cory annually allocates nearly $750,000 to 
sales promotion and advertising, over 60 per 
cent of which is for sales promotion materials 
of all types. 
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Art & Photography 
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Banners, Pennants 


Binders 


Calculators, Printed 
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Turntables 


Vue-More Corp 


Typefounders 


American Type Founders 63, 74 
Typewriters, Composing- 
Reproduction 
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Bundscho, J 
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BINDERS 


roomy, flexible 


Mana 


ACA) ae 


Mn matched 
pf vices 


These top-grade, low-cost briefcases are made of sturdy 

hard-to-mar, easy-to-clean vinyl plastic, electronically 

bonded for long-life. Complete with special unbreak 

able zipper. Distinctive imprinting in gold leaf, colored 

pigment foil or colored screen-print included in price 
FOUR SIZES AVAILABLE ! 


priced from 50¢ in lots of 1,000 


WRITE FOR PRICE LIST AND SAMPLE 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa COurt 1-6657 


FLANNELBOARDS 


VISI-GRAPH FLANNELBOARDS & 
BACKING SHEETS 


Dramatize and animate your presentation, sales 
story. Build an animated display while you talk 
visualize main points, charts, slogans before your 
audience 

Floor, desk, carry 
nches, or to 


ing-case models. 24X36 or 36X48 
your requirements. Cat. prices 
furnished promptly 
OHIO FLOCK-COTE CO. 
5713 Euclid Ave., Cleveland 3, Ohio 


DECALS 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 

J. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 


COLOR POST CARDS 


BEST BUY !! 


3, OOO NATURAL coLoR PosTCaRDs 


ALL SIZES of CARDS 
JUMBO — RETURN REPLY — CATALOG SHEETS 
Original Photography to Finished Postcard 


Fast Service Available 
Write for Price.tist and Samples 


CORONA COLOR STUDIOS 
72 W. 46th St New York 36,N Y 


ADDRESSING SUPPLIES 


ADDRESSING SUPPLIES 
Low Prices High Quality 
PLATES-FRAMES-RIBBONS 
For Addressograph & Speedaumat 
All Style Plates Prompt Service 
DEAN FORREST CO. 

7 Foster St. Revere 51, Mass. 
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ALPHABET LETTERS 


NEW! 3-D LETTERS FROM FRANCE 


Free Samples 
& Catalog 
Grace Letter Co., Inc 


208 Fifth Avenue 
Dept. P 

New York 10, N.Y 
Watkins 4-0850 


ALPHABETS 


DISTRIBUTORS WANTED — TERRITORIES OPEN. 


TITLE INDEXES 


SPECIAL-TIMLE §=6 LS SAIC OL_ 
INDEXES for YOUR Made with special 


CATALOGS and SALES|| tities or choose 
PRESENTATIONS trom a ee variety 
of standard titles. 
tag Samey | Flo aoe 
Chicago 7, WL, HA 7-1414 Tp Or write for infor 


|| mation and samples. 


ART SUPPLIES 


DALTON 
‘*‘admaster”’ 


100% reg leyeut end viwelising ped. 


7 Paper Co., Inc 


Bienfar 


metuchen, new jersey 


LOOSELEAF BINDERS 


NEW Ringless Binder 


Sheets slide in, slide out for easy load- 
ing or changing. Replaces tang binder, 
takes all 8% x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, 
E718 First Bank Blidg., St. Paul 1, Minn. 


TAGS 


Merchandising 


Free-Tag Kit 
Color Counsel 
Art, Copy, 
Surveys 


Tag and Label Division 


Rothchild Printing Company Inc. 


52 East 10th Street New York 3.N.¥. ORegon 7-6150 


SPECIAL EFFECTS 


FLOCKING-PROCESS OF 1001 USES 

A Velour Finish as seen on Greeting Cards 
Improve your product, add eye-appeal. Use on 
Paper, Cardboard, Plastic, Wood, Metal, etc. 
Colorful and inexpensive. Mass production runs 
or small quantities. Uses — mar-proofing, 
sound-deadening, decorative, etc. Consult us 
for ideas, suggestions, prices. Samples fur- 
nished. Write: 

OHIO FLOCK-COTE CO. 
5713 Euclid Ave., Cleveland 3, Ohio 
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MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 
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Circle 1201/Photographic Prices 
- are listed and detailed in a wall chart 
available from Bebell & Bebell. (Page 50) 


Circle 1202/Contak Brochure 

- describing line of color tints and 
shading films is available from Chart-Pak 
Inc., Leeds, Mass. (Page 54) 


Circle 1203/Acetate Proois 

- . . the use of acetate proofs by artists 
and other graphic arts personnel is ex- 
plained in a booklet. (Page 54) 


Circle 1204/Haber Additions 

. foundry and machine-set typefaces 
are shown in a folder issued by the com- 
pany. (Page 67) 


Circle 1205/Strip Tac 

. the line of pressure sensitive label 
papers made by Brown-Bridge Mills is 
shown in portfolio. (Page 68) 


Circle 1206/Whiteprint Process 

. . . Ozalid explains details of its white- 

print process in a booklet it is offering. 
(Page 68) 


Circle 1207/Photographic Type 
composition machine of Protype 

Graphics has a new design, described in 

literature. (Page 68) 


Circle 1208/Pressure Sensitive 
. . products made by Pressure Sensitives 
Inc., are shown in a new catalog and kit. 
(Page 68) 


Use these return cards 
for your copy of publications 
mentioned on this page 


ne 
ai 


Circle 1209/Amsterdam Faces 

. typefaces imported into this country 
by Amsterdam Types are shown in a 
folder from that company. (Page 68) 


Advert 


Circle 1210/Electric Typewriter 
. IBM introduces a new electric unit 
which operates on a brand-new principle. 
(Page 75) 
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Please have the following sent me. 
1201 1202 1203 1204 1205 1206 
1207 1208 1209 1210 1211 1212 
1213 1214 1215 1216 1217 1218 


A 


1219 1220 1221 1222 1223 1224 
1225 1226 1227 


If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; all 
others $5) please check below: 


(1 Payment enclosed [] Send bill 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Ill. 


ising & Sales Promotion 


READERS’ SERVICE 


Circle 1211/Envelope Samples 
. . » Avrick & Co. offers a file of envelope 
ideas, plus size and price list.(Page 75) 


Circle 1212/The Company Publication 
. .. S. D. Warren Co. has issued a help- 
ful booklet on internals and externals. 


(Page 75) 


PRODUCTS SOLD 


ADDRESS 
CITY & ZONE 


“Note: inquiries for items listed 
not serviced beyond March 1, 1962. 


Chicago, Ill. 





ne Advertising & Sales Promotion 


. P| READERS’ SERVICE 


Circle 1213/Automatic Letter Writer Circle 1216/Facts About Plastics 
. . « two folders from Royal McBee describe . . « Cadillac Plastic & Chemical releases 


a typewriter which selects pretyped para- a booklet giving facts on 13 major plastic 
graphs and lists 100 ways to use it. families. (Page 85) 


(Page 75) 


Circle 1217/Mailing List Folder 


. . . @ folder on mailing lists in three key 
Cc small 
eee —— gO a markets has been released by Buttenheim 
3 ae - Publishing Co. (Page 73) 
tor, the smallest of its presses. (Page 75) 


Circle 1218/New Wallcover Designs 
Circle 1215/Motion Pictures . . » New Vicrtex VEF Vinyl Wall covering 


. « - available on either free loan or rental designs are shown by L. E. Carpenter & 
from Association Films are listed. (Page 80) 


BUSINESS REPLY CARD 
First Class Permit No. 95 Chicago, IIL 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 

Chicago 11, Ill. 


Please have the following sent me. 
1201 1202 1203 1204 1205 1206 
1207 1208 1209 1210 1211 1212 
1213 1214 1215 1216 1217 1218 
1219 1220 1221 1222 1223 1224 PRODUCTS SOLD 


1225 1226 1227 
ADDRESS 


If you do not have a personal Ad- CITY & ZONE 

vertising & Sales Promotion subscrip- 

tion and would like to receive the ° » 4 a at 
neat twelve monthly issuss (05. Note: inquiries for items listed 
Canada and Pan-America, $3; all not serviced beyond March 1, 1962. 
others $5) please check below: 


C) Payment enclosed [] Send bill 


Circle 1219/Black Light 

. . . General Electric releases a booklet on 

black light, its role in advertising, etc. 
(Page 94) 


Circle 1220/Watermarking 
. is explained and shown as a business 
asset in a booklet by Plover. (Page 64) 


Circle 1221/Gold Ink 

- more effective use of gold ink in off- 
set printing is explained in a Marset bro- 
chure. (Page 64) 


1222 to 1224/Circle the appropriate num- 
bers for information on these items which 
are described in more detail in the report 
on page 64, 


Circle 1222/Calliope Cover (Page 64) 


Circle 1223/Enamel and Coated Papers 
(Page 64) 


Circle 1224/Peninsular Snoweve Text 
(Page 64) 


Circle 1225/Promotional Glassware 

. . « the Decoware catalog shows a line of 
glassware, ashtrays, etc. available with 
advertising imprint. (Page 38) 


Circle 1226/Giit Catalog 

. executive tool kits and a variety of 
specialties are shown in the new Mainline 
catalog. (Page 38y 


Circle 1227/Kodak Catalog 

. Eastman Kodak Co. releases a new 
catalog of cameras and outfits for premi- 
um use. (Page 38) 


¢——————_- 


Use these return cards 
for your copy of publications 
mentioned on this page 
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It's just human nature. When busy 
buyers scan your catalog or sales 
brochure, they are unconsciously 
influenced by more than the text 
and pictures. The craftsmanship 
and material that go into your 
printed message willalso determine 
what they think of your company’s 
character, personality and 
philosophy. 

The skill and experience of a 
good printer can help you tell an 
effective selling story ‘‘on paper’. 
So consult him early in the planning 
stages. He’ll be able to help you in 
many ways. Very likely he'll 
recommend Warren Paper, too. 
Because Warren Paper takes a 
good impression — and makes a 
good impression. S. D. Warren 
Company, 89 Broad St., Boston, 
Massachusetts. 


9 
WarrensS) s.p. warren COMPANY, 89 BROAD ST., BOSTON, MASS. 





PRICE REDUCED ON STARTLING NEW PLASTIC “LIGHT-STEALER”! 
bis ten ACen RES 
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IN ANY STORE YOUR REVOLVING DISPLAY “STEALS” EVERY 
TIM seam Ue Le EN aS tg 
MOLL IMAM Na ea 


This startling new plastic “light-stealer” has a luminosity not remotely possible from paper danglers. The answer is — Ullman Full 
Color Transparencies! Delivered to your field man, easily set up, and ready to hang. Can be hung in any store within 2 minutes... 
no ladders or other paraphernalia needed. In each carton of 25 we supply an ingenious device for installing on ceiling fixtures, no 
matter how high. Use ANY kind of picture or type copy. Available with 3 sides, each 16” x 13/2”... or can be made with 4 sides. 
Economical prices for small quantities, and in 10,000 quantities 95c each. Write for samples or call our local representative. 


ULLMAN GRAVURE, INC., 


@: le sn seca tee site 0 319 McKibbin St., Brooklyn 6, N.Y. 


xhight Up Your Promotion Program A division of The Ullman Company, Inc. 
4 HYacinth 7-3700 Established 1888 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Akron, Ohio — Temple 6-2420 Cincinnati, Ohio — Main 1-2799 Miami, Fla. — Highland 8-9802 Rochester, N. Y. — Butier 8-2550 

Atlanta, Ga. — Trinity 4-1672 Cleveland, Ohio — Prospect 1-0224 Minneapolis, Minn. — Federal 6-3857 St. Louis, Missouri — Pershing 9-1559 
Cambridge, Mass. — University 4-4500 Dallas, Tex. — Fleetwood 1-0625 New York, N.Y. — Hyacinth 7-3700 San Francisco, Cal. — Exbrook 7-0294 
Chicago, It!. — Graceland 7-3121 Hannibal, Missouri — AC 1-6300 Pasadena, Cal. — Murray 1-0477 Seattie, Wash Main 4-7756 
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